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Abstract
This study investigates the impact on customer responses (cognitive and 
affective) of different types of bank advertisement (product and corporate).
The research was conducted both in Thailand and the UK. There were 
two pilot studies of 40 and 20 respondents, a main study with a sample of 600 
and a validation follow-up with a sample of 60. The research sample 
consisted of Thai bank customers, aged between 18 and 50 who watched a 
selection of television bank advertisements and answered questionnaires.
The findings have established that there are differences between 
cognitive and affective responses to product and corporate bank 
advertisements. There was no relationship between responses and the 
demographic characteristics of the sample. However, the study has not 
established that the differences between two types of response (cognitive & 
affective) would necessarily influence the intention to select an institution and 
become its customer. Nevertheless, it is suggested that respondents tend to 
select an institution when they have high affective responses towards the 
corporate advertisement or when they have high cognitive responses towards 
the product advertisement.
The study has contributed to knowledge in the following areas. First, the 
usefulness of the instrument, which was explored by others, was improved. 
Second, the sample size was significantly larger than most of the work 
encountered in the literature, which helped with a clear outcome and with the 
credibility of the findings. Third, the stimuli used for this research were 
expected to yield results close to reality because they were selected by bank 
advertising professionals from a portfolio of 50 actual bank advertisements. In 
addition, the study has contributed to establishing that there are different 
affective and cognitive responses to the same stimulus, which support several 
previous findings. Lastly, the study provides some practical contribution to 
decision making by advertising managers; they would be better guided on 
how to include cognitive or affective elements in each type of advertisement 
(product/service or corporate) according to the objectives to be achieved.
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CHAPTER 1 
INTRODUCTION
This thesis examines the principles and concepts relating to the effect of 
bank advertising on customer responses since there is a problem of failure 
occurring in advertising the financial services industry. In detail, it analyses the 
role of advertising in communicating between service providers and customers 
within the financial services industry in order to gain service quality. The 
research concentrates on whether there is a difference in customer responses 
towards each type of bank advertisement. The contribution of the research is 
expected to be beneficial to advertising practice. The result seeks to improve 
the effectiveness of advertising in communicating to customers what service 
providers intend to offer.
In recent years, the competitive and demand-driven financial services 
sector has become one of the fastest growing commercial areas in world trade 
(Ennew et al. 1993 p.xiii). Fierce competition within this sector, evident in 
increasing levels of competition between banks and building societies. A credit 
card war among the UK’s major high street banks (Marketing 12 Dec 1996 
p.28); the competition from new operators like Tesco (Marketing 25 Apr 1996 
pp. 18-19) or from insurance companies such as Prudential, the latest entrant 
into the banking world (Davis 1996 p.37); has magnified awareness of the 
marketing and service quality concept. This has forced the sector to innovate in 
terms of reviewing and improving processes (e.g. operations to fulfil customer 
service requirements); market focus (e.g. concentrating on targeting services 
more effectively) and product improvement (e.g. improving the quality of a 
service offered). In the financial services sector, although marketing has tended
primarily to play a tactical rather than strategic role in business development, 
some researchers have suggested that financial services organisations, 
particularly banks, are moving towards a strategic-marketing orientation. This 
will require marketing to take a more active role in the determining and 
developing of corporate strategy (Clarke et al. 1988 p.5).
In service marketing, marketers concentrate on the quality of the 
services offered to customers as research tells them they still require 
improvements to satisfy customer needs (Payne 1993 p.214). Research by 
Bain & Company (Payne 1993 pp. 214-218) has not revealed a clear result. It 
showed that 92% of chief executives agreed that customer service was 
extremely important and that 77% of the services industry had customer service 
programmes in place, but only 27% of them had achieved significant results 
through these programmes (Payne 1993 pp. 214-218). A survey of more than 
800 people shows that the majority believed that banks' customer service levels 
have not improved over the past five years or have got worse. The result of the 
survey was 31% believed their banking service had improved, compared with 
54% who felt it had stayed largely the same, and 14% thought it was now worse 
than ever (Marketing 16 Jan 97, p. 16).
A difficulty that can cause poor quality of services is a failure of 
communication to meet customers' needs (Gronroos 1990 p.44). The financial 
institutions have promoted an image which has been too informal for the type of 
business transactions undertaken in the industry (Burton 1994 p.33). Meller 
(1991, p.22) stated that “In an attempt to appear approachable, banks have
trivialised what is fundamentally Important - their position as financial planners 
and safe places for money. The jocular themes that prevailed in the late 1980s 
have collided with the way the banks see the future.” On the one hand, banks 
attempt to dispel their conservative image by providing informal and friendly 
advertising. The problem is that this undermined their future strategy of 
promoting the financial products, which for most people represent serious and 
important decisions. Burton (1994, p.33) has pointed out that many financial 
services campaigns have mistakenly used techniques which have been 
developed for the promotion of manufactured goods, and there has been 
insufficient attention paid to the characteristics and properties of services. In the 
UK financial services industry, it has been found that advertisements promoting 
banks as "listening" or "friendly" contained empty slogans (Erlichman 1994 p.5). 
Margaret Hughes, the Personal Finance editor of the Guardian (Hughes 1994 
p. 16), also reported complaints by bank customers that what the bank actually 
offered did not match what their advertisements told their customers. David 
Nicholson, Consumer Affairs correspondent, reported that customers did not 
get the services described in the advertising (The Independent 1 Dec 94). In 
addition, Mitchell (1992, p.2) said “Bankers still haven't got their advertising 
right". BBH, NatWest's newly appointed advertising agency developed a series 
of advertisement to reflect the corporate culture at NatWest. At the heart of 
these were a number of advertisements focused on their employees which 
made working for the bank equal to being given the secret to happiness: 
somehow it just did not ring true. He added that even Lloyds bank has been
noticeably absent from the TV screens for some time.
The above discrepancies between the expectations set by advertising 
and the service levels banks are able to deliver also occur in Thailand. Surveys 
(lemchuen 1993; Upul 1988) have shown that most customers prefer the 
television advertising of the Thai Farmers Bank but prefer the services offered 
by the Bangkok Bank. The Thai banking industry is now focusing on improving 
their advertising campaigns. This comes as a direct result of the lack of 
customer response to advertising campaigns and also in response to the high 
level of competition between these banks. The competition arises because of 
the similarity of the banking services they offer since their management is 
supervised by the Bank of Thailand and all are governed by the same 
regulations set by the Ministry of Finance. The advertising trend, therefore, is 
away from the traditional product advertising towards corporate advertising to 
create a corporate identity or image that contrasts with their banking 
competitors.
Such a trend provides an opportunity to examine the extent to which 
Thai customers might have different responses towards the different types of 
banking advertising i.e. Product/Service Advertising (For simplicitv the 
expression ^product advertising’ will be used in the rest of this document), 
and Corporate Advertising. Hopefully, such a study would be able to assist 
banks in selecting the best method of advertising in order to improve their 
customers' perception of the quality of services in the financial services industry 
and to achieve their objectives. It would also help banks to differentiate
themselves from their banking competitors within the government boundaries 
and regulations.
If this research were about a physical consumer product, a discussion of 
the traditional elements of the marketing mix, which are Product, Price, Place, 
and Promotion, would be sufficient. Financial products, however, are different 
and subsequently, they require a different approach. Because financial services 
are so experimental and service oriented, they require a marketing mix of a 
more complex set of elements. Therefore, the marketing mix has been 
extended from the basic 4 elements to 7 elements (McGoldrick and Greenland
1994 p.3; Palmer 1994 p.32; Payne 1993 p.24-26). These additional three 
elements are Personnel, Process Management and Physical Evidence 
(Payne 1993 pp.24-26).
Recently, a major concern for service industries, particularly within the 
financial services sector, has been to take into consideration customer needs in 
relation to service levels. Therefore, “relationship marketing" which combines 
marketing activities, personal contact, information and strategy aiming to create 
good relationship between service provider and customers in order to retain 
customers has come to the fore (Stone and Woodcock 1995 p. 19). Developing 
relationships through people helps to build quality into the service (Woodruffe
1995 p. 101). However, each element of the marketing mix is considered in this 
thesis since each mix also performs its activities to gain quality as well. The 
service quality is then a critical focus of the marketing strategy in order to 
achieve high levels of customer service, which typically are seen as the means
for an organisation to achieve a competitive advantage (Lewis 1994 p.266). At 
this point, the Gap Analysis Model as shown below (Figure A) is used for the 
theoretical examination of service quality (Gronroos 1990 p.30).
The Service Quality Gap ModelFigure A 
Consumer
Gap 5
Marketer
Gap 3 Gap 4
Gap 1
Gap 2
Payne 1993 p.219Source
Expected service
Past ExperienceWord of Mouth
Perceived service
Personal needs
External
communications 
to consumers
Service delivery 
(including pre- 
and post-contacts)
Management 
perceptions of 
consumer expectations
Translation of 
perceptions into 
service quality 
specifications
The concept of the model has been used to explain the problems that 
many companies are likely to face when attempting to enhance their service 
quality (Berry et al. 1985 p.45). The quality of service can be adversely 
influenced by the difference between what is communicated about the service 
to the consumers and what is actually delivered to them, shown as Gap 4 in the 
figure of the Gap Analysis Model. Such communications might include 
awareness of price factors (Kangis & Passa, 1997).
Advertising, as one communication tool, has been extensively used in 
the financial services sector to influence customers' expectations and 
perceptions of service quality (Lewis 1994 p.271). Advertising is complex 
because many different advertisers are trying to reach different types of 
audience. Some authors (Loncoln & Alman 1996; Jefkins 1994) divide 
advertising into seven types based on the tasks that advertisements are 
expected to perform; i) consumer; ii) business-to-business; iii) trade; iv) retail; v) 
financial; vi) direct response and vii) recruitment advertising (Loncoln & Alman 
1996 p.75-79; Jefkins 1994 pp.33-50). However, other authors might divide 
types of advertising differently. For example, Wells et al. (1995, pp.12-13) 
divided advertising into eight types, they are i) brand; ii) retail; iii) political; iv) 
directory; v) direct-response; vi) business-to-business; vii) institutional and viii) 
public service. Each type of advertising is used for different purposes and 
targeted at different sectors. For example, financial advertising, which is at the 
centre of this thesis, is used in promoting financial service products and any 
related information, such as bank accounts, interest rate offered. Although
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there are many types of advertising, the information contained in each type 
appears to be quite standard, covering expected information about company or 
organisation. Information about product and puffery, i.e. advertising which 
praises a product to be sold with subjective opinions or exaggerations, is 
usually ignored by customers for lacking credibility (Loncoln and Alman 1996 
pp.75-85). In practice, Thai financial marketers have been using two main 
types of financial advertising: i) Product Advertising (Cravens and Woodruff 
1986 p.539) and ii) Corporate Advertising.
Product Advertising is used to promote the type of service which is sold 
in an organisation e.g. current accounts, deposit accounts, credit cards etc. 
This type of advertising helps to build customer demand for a particular product 
type by providing specific information about the services offered (Cravens and 
Woodruff 1986 p.539).
Corporate Advertising (or Institutional Advertising) communicates
information about the organisation as a whole in order to build awareness and
favourable attitudes towards it (Engel et al. 1994 p.469). It promotes the image
or reputation of an institution or a bank. The advantage of this form of
advertising is that it develops a positive image in the minds of its audience, and
helps promote their desired consumer behaviour. An executive at Compton
Advertising - the agency that helped Johnson & Johnson recover from the
Tylenol poisoning incident - commented on the value of institutional advertising:
“If a product or service has serious intent, the company should 
not be afraid to devote part of its effort to corporate image 
advertising that reinforces the trustworthiness of the company
and its products."
(Cravens and Woodruff 1986 p.538)
In order to satisfy customers’ needs by using advertising, advertisers 
need to know how information in an advertisement is processed and how 
consumers perceive such advertisements.
The Elaboration Likelihood Model (ELM) is often used to explain 
information processing and consumers' attitudes towards the message (Petty 
and Cacioppo 1983 p.4). The model shows that there are two basic routes of 
information by which a persuasive communication can influence an audience: i) 
Central processing, where message content is the primary influence; and, ii) 
Peripheral processing, in which the audience is affected more by the source of 
the message or contextual factors than by the message content, and attitudes 
are formed and changed without active thinking about the brand's attributes 
(pp.3-23).
However, Aaker et al. (1992) suggest that the "peripherally based"
attitudes toward the advertisement also play a more important role in shaping
brand attitude. They said:
"Consumers' attitude toward the ad can be defined as their 
affective evaluations of the ad itself"
(Aaker et al. 1992, p. 187) 
Hence, the consumers’ attitude could be considered by examining how 
consumers perceive messages in advertising. The attitude concept is one of 
the most important factors in advertising management and is a concept central 
to the entire field of social psychology. The basic argument is that consumers'
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purchases are governed by their attitudes towards product alternatives and that 
advertisers can do something to affect those attitudes. Attitudes are broadly 
made up of three closely interrelated components:
i) cognitive (awareness, comprehension, knowledge);
ii) affective (evaluation, emotions, liking, preference), and
iii) conative (tendencies to action such as intentions, trial or purchase). 
There is some disagreement as to whether these components are
separable. Another area of debate is whether the affective responses have 
cognitive roots or whether they are direct reactions to stimuli. Aaker (1992 
p. 197) agreed with an assumption made by Fishbein and Ajzen (1975) that this 
affective component (i.e. overall liking of the brand) derives from the cognitive 
component (i.e. beliefs and knowledge about the brand) and then leads to the 
intention to buy a product. According to Burke and Edell (1989), "Affective and 
cognitive aspects of persuasion are intertwined rather than separate" (Franzen 
1994 p.81).
Lutz et al.(1983) conducted a study into the possible variables of 
viewers' attitudes toward advertising. The study revealed that it is possible to 
separate these antecedents (or variables) into two main streams according to 
the ELM Model. Those variables which create cognitive responses fall in the 
central processing stream (e.g. Ad cognition), and those variables which cause 
affective responses are in the peripheral processing stream (e.g. feeling) 
(MacKenzie et al. 1986 p. 130; MacKenzie and Lutz 1989 p.50) (Figure B). This 
will be discussed, in detail, in this thesis.
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The Conceptual Framework Of Aad AntecedentsFigure B
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Advertising as a communication tool is playing a significant role in the 
marketing of service industries, especially in the financial services sector. At 
present, it is viewed as an unproductive form of mass communication since the 
delivered message often does not reflect to the customers' expectations. This 
causes a ‘gap’ which, in turn, can lead to a competitive disadvantage to the 
organisation. The research conducted as part of this thesis concentrates on 
the banking environment in Thailand, and, more specifically on whether 
different consumer responses (i.e. cognitive responses and affective 
responses) are generated from different types of advertising (i.e. Product 
advertising and Corporate advertising). Each type of consumer response is 
broken down into variables according to the research conducted by MacKenzie 
and Lutz (1989, p.50).
The objective of the research is to find out whether different types of 
advertising could affect different customer responses. The results are expected 
to have practical benefits for marketers and be directly applicable to financial 
service advertising by determining how each type of advertising should be 
produced to achieve corporate objectives and satisfy customers.
In Thailand, banking services have been standardised by government 
regulation. This has resulted in many banks moving away from a traditional 
product based advertising strategy towards a corporate based strategy. The 
goal of advertising is to persuade the consumer to do something - usually to 
purchase a product. If advertising is to attract and communicate to consumers 
in a way that produces such a desired result, advertisers must first understand
13
the attitudes of their consumers.
In this research, in order to examine customers' attitudes towards 
advertising, two specific types of responses have been examined; Cognitive 
responses and Affective responses. In addition, consumer responses have 
been observed to determine whether advertisements influence their decision 
when selecting a banking institution (consumers’ conative) shown in the 
advertisement. Hence, this research concentrates on three main questions 
which are set up as hypotheses later (Chapter 5);-
1. Are there any differences in the level of cognitive responses and 
affective responses towards advertising ?
2. Does corporate advertising and product advertising produce 
systematically different types of responses ?
3. How will these different responses to each type of advertising affect the
customers’ intention to select an institution ?
To answer the above questions, three empirical studies have been 
carried out:- i) pilo t studies, ii) the main study and iii) the validation study. 
These studies will be explained in greater detail below.
The stimuli for this research were television bank advertisements. Those 
selected were examples of both corporate and product advertising. Experts 
from advertising agencies and public relations departments of banks have 
recommended specific advertisements as stimuli, from a selection of about 50 
which were available. The aim was to select an advertisement that has a clear 
objective in each type of advertising. In the first pilot study, the selected
14
corporate advertisement and product advertisement were about an international 
service i.e. “Visa Card". The result of the study (which will be discussed later in 
Chapter 8) showed that the respondents were not interested in the “Visa Card”. 
The advertisements did not represent corporate or a product advertising clearly. 
Therefore, for the second pilot study and the main study, experts in advertising 
agencies recommended that new advertisements should be selected which 
represented a better view of corporate and a product advertising with a product 
more suitable to Thai customers. The experts recommended a corporate 
advertisement that concentrated on communicating the pure corporate 
message without showing any related services and a product advertisement 
that showed a service offered by a bank (i.e. a gift cheque). The second pilot 
studies confirmed that these new advertisements were suitable to be the stimuli 
for the main study.
Two types of questionnaires (i.e. a Cognitive Questionnaire and an 
Affective Questionnaire) are used.
The Cognitive questionnaire was developed to assess the cognitive 
responses of respondents. The cognitive variables were ad belief and ad 
credibility. The ad belief variable refers to whether the advertisement is 
believable, which depends on relevant information included in the 
advertisement. It helps analysts to understand whether respondents believe the 
advertisement. The ad credibiiity variable refers to respondents' attitudes to the 
message of the advertisement. This can be measured by looking at how 
credible the advertisement is e.g. in terms of truthfulness, reasonableness.
15
convincability, and honesty.
The Affective questionnaire was developed to assess the affective 
responses of respondents. The affective variable was attitudes to advertising 
which referred to the feeling that the respondents had to the advertisement. 
This includes entertainment, empathy and confusion (Schlinger 1979 p.39; 
Lastovicka 1983 p. 16). In addition, the respondents’ feeling to the image of the 
institution featured in the advertisement shown was also tested.
Additionally, the conative element was investigated at the end of both 
types of questionnaires by asking respondents about their interest in becoming 
a customer of the bank featured in the advertisement. The purpose for doing 
this was to find out whether their responses could be part of the consumer 
decision making process of selecting a bank.
In both types of questionnaires, a pre-conditioned statement was 
included to clarify the differences between “think” and “feel”. This is included in 
the two pilot studies and the main study. However, it is featured in the second 
pilot and the main studies because the first pilot study results were unclear. 
That is, the researcher asked the respondents to concentrate on their cognitive 
responses when they were answering the cognitive questionnaire and to 
concentrate on their affective responses when they were completing the 
affective questionnaire. This pre-conditioned statement was not included In the 
validation study. The purpose was to examine the difference in customer 
responses when having the pre-conditioned statement and not having the 
statement.
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I. Pilot Study
There were two pilot studies because the result of the first pilot study did 
not support the hypotheses successfully. The result of the pilot studies will be 
discussed in detail in Chapter 8.
I) The first pilot study
The first pilot study was done in two parts. In the first part, a 5-point 
Likert scale was used because first, it has been recommended as an effective 
scale for measuring the customer responses (Haskins and Kendrick 1997 
p. 154); and second, there are other advertising researchers and corporate 
image of service quality research using the same scale (Suntaranond 1996 
p.42; Upul 1988 p.60; Gronroos 1984 p.41). It was also chosen as a suitable 
scale because the sample of respondents were aged between 18 and 50 with 
varying educational background. If the scale is larger than the 5-point scale, 
samples get confused when answering the questionnaires. The scale varies 
from Strongly Agree to Strongly Disagree and ranks numbers "5" to "1", starting 
with Strongly Agree (5), Agree (4), Indifferent/No opinion (3), Disagree (2) and 
Strongly Disagree (1). It is necessary to consider whether the scale is the most 
suitable of other alternative scales available for this particular research.
For the first part, forty people were selected randomly from a complete 
map of Greater Bangkok. The age of respondents varied between 18-50 years, 
a range which is used in Thai advertising research as the main target group of 
banking customers. They were divided into 4 groups of 10 each. Each group 
was asked to watch an advertisement and answer one set of questionnaire.
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The purpose was to consider each type of response to a specific type of 
advertisement. However, there are two alternative methods of conducting the 
survey; dividing the sample into two groups and asking each group to watch 
both type of advertisements but answer one set of questionnaires; or asking 
each group to answer both sets of questionnaires but watch only one type of 
advertisement.
The form of the survey is as shown in the table 1-1 below.
Table 1-1 The form of the survey
Group Bank Advertisement Questionnaire
1 Corporate Advertisement Cognitive responses
2 Corporate Advertisement Affective responses
3 Product Advertisement Cognitive responses
4 Product Advertisement Affective responses
The result of the first analysis of the first pilot study did not show many 
differences in the level of cognitive and affective responses that respondents 
had to each type of advertisement. One of the reasons for this was that most of 
the respondents did not perceive a different level of cognitive and affective 
responses to each type of advertisement. That is, they often selected “3” as 
their response toward each advertisement. Interviewing the respondents after 
they had completed the questionnaires revealed an additional reason for this: 
that they were not interested in credit cards, which featured in both types of 
advertisements. Credit cards are not a popular product with various groups of 
people.
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In the second part of the first pilot study, the 5-point Likert scale was 
changed to a dichotomous scale, containing choices of "Yes" or "No" for 
respondents to select. The purpose of this was to identify whether the smaller 
scale would show differences between responses. The differences might 
clearly be recognised with the dichotomous scale. The statistical process was 
carried out by using the raw data from the first pilot study. The criterion was that 
respondents who answered "3" would be ignored and counted as void; those 
answering "1" or "2" would be counted as a "No", and those answering "4" or 
"5" would count as a "Yes" response.
When the second scale was applied clearer results were obtained than 
when the first scale had been used because some differences were shown 
between the level of cognitive responses and the level of affective responses 
towards each type of advertisement. The results were still not sufficient, 
however, to substantiate the hypotheses of the research, since approximately 
60% of the respondents who watched a corporate advertisement had cognitive 
response, whilst approximately 40% denied having cognitive responses to the 
corporate advertisement. At this point, the pilot study indicated that corporate 
advertisement induced a higher level of cognitive responses.
The results did show two different types of responses to an 
advertisement, but the differentiation was not pronounced enough to be tested. 
Therefore, the advertisement was changed to be more suitable for Thai 
respondents, still using a dichotomous scale.
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H) The second pilot study
This study was carried out using the same questionnaires as In the first 
pilot study; however the Thai translation of the questionnaires was modified to 
make them more comprehensible to Thai respondents than the previous ones 
had been. The stimuli were the same types of bank advertisement but with a 
different product advertised; as previously discussed, a gift cheque offered by a 
bank. The new corporate advertisement selected solely promoted the nature 
and culture of a bank, with no reference to any services offered to its 
customers.
The form of the survey plan was also changed. Since the first pilot study 
showed that the respondents did not differentiate clearly between cognitive and 
affective responses, it was decided that it would be more valid to use an 
alternative form of survey. The sample was divided into two groups and asked 
them to answer both types of questionnaire but watch only one type of 
advertisement. This method produced clearer responses than a situation where 
respondents had been allowed to watch both advertisements and only answer 
one questionnaire. It was felt that in applying this method respondents might be 
confused because they were asked to watch two advertisements but answered 
only one set of questionnaire based on one advertisement. By doing this, it 
helps the respondents to recognise clearly cognitive and affective questions. In 
order to speed up the survey process, twenty people were randomly selected 
using the same method as the first pilot study. They were divided into two 
groups. One group watched a corporate advertisement and the other watched a
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product advertisement. Each group answered both types of questionnaire. The 
purpose of asking the respondents to answer both sets of questionnaires was 
to let the respondents recognise the difference between the two types of 
questionnaire on the same advertisement. These questionnaires were 
processed into four groups as shown earlier on the table 1-1. The dichotomous 
scale was used.
The result of the second pilot study supported the hypotheses. Its result 
will be discussed in detail in Chapter 8. It showed a clear difference between 
the level of cognitive responses and the level of affective responses towards 
each type of advertisement. It was demonstrated that positive affective 
responses towards the corporate advertisement tend to lead to an intention to 
select an institution featured in the advertisement. Also, that positive cognitive 
responses towards the product advertisement tend to lead to an intention to 
select an institution featured in the advertisement. Therefore, the researcher 
was now ready to examine these responses with a larger sample size in the 
main study.
II. The Main Study
The main study was conducted using the same stimuli and the same 
advertisement, the same questionnaires and the same survey format as used 
in the second pilot study. Six hundred people were selected randomly using the 
same method as in the pilot study. The format of the survey is shown in figure 
0 below.
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Figure C : The Survey Plan
600 persons
Group 4 
Q.Set 2 
Affective 
300 sets
Group 1 
Q.Set 1 
Cognitive 
300 sets
Group 3 
Q.Set 1 
Cognitive 
300 sets
Group 2 
Q.Set 2 
Affective 
300 Sets
Product Advertisement 
300 persons
Corporate Advertisement 
300 persons
The results support the hypotheses that the different types of 
advertisement produce different levels of cognitive and affective responses. 
There is a question over whether the difference of these responses could affect 
the intention to select a banking institution because respondents had seen the 
pre-conditioned statement. Therefore, the validation study was set up to 
consider this question. The result will be discussed in detail in Chapter 9.
III. The Validation Study
The validation study was set up to find out whether the pre-conditioned 
statement in the main study would affect the results of the survey. The analysis 
looked at whether the results still support the hypotheses when respondents 
complete the questionnaires without the pre-conditioned statement.
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At least 10% of respondents in the main study were randomly selected 
from Thais in the UK for the validation study i.e. 60 people were called as 
respondents. These respondents were aged between 18 and 50 (i.e. they were 
similar to the age range of the respondents in the main study). Other 
qualifications such as education, salary, etc. were omitted due to time 
restriction in collecting and processing this data. Both the stimuli (i.e. the 
advertisements) and the questions contained in the questionnaires were exactly 
the same as in both the pilot study and the main study except that there was no 
pre-conditioned statement in the questionnaires. The result will be discussed in 
detail in Chapter 9.
The flowchart in figure D clarifies the methods used in conducting all of 
the surveys used in this research.
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Figure D : The flowchart of the Research surveys
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The discussion of findings concentrates on the main theme of the 
research, which is to examine whether product advertisement has positive 
cognitive responses and whether corporate advertisement has positive affective 
responses. An additional question is whether respondents' positive responses 
toward an advertisement lead to an intention to select the institution featured in 
such an advertisement. This analysis is based on the second pilot study, the 
main study and the validation study. The second pilot study was set up to 
examine cognitive and affective responses by using new advertisements, a new 
scale (that is dichotomous scale) and a new form of survey plan as mentioned 
in the previous section. The main study is a replication of the second pilot 
study, aiming to examine the consistency of the result with a larger sample size. 
The validation study was set up to examine whether the pre-conditioned 
statement affects the results of the study. The summary of the results are 
shown in the table 1-2 below.
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T able 1 -2 The summary of the empirical studies
Studies
Positive
Affective
Respon­
ses
Negative
Affective
Respon­
ses
Select an 
institu­
tion
Do not 
select an 
institu­
tion
Positive
Cognitive
Respon­
ses
Negative
Cognitive
Respon­
ses
Select an 
institu­
tion
Do not 
select an 
institu­
tion
The
Second
Pilot
Study
a.CORP 80.91% 19.09% 80% 20% 25% 75% 0% 100%
b.PROD 30% 70% 35% 65% 81.43% 18.57% 70% 30%
The Main
Study
a.CORP 91.27% 8.72% 84.67% 15.83% 8.27% 91.73% 9.2% 90.8%
b.PROD 8% 92% 10.17% 89.83% 91.35% 8.65% 80.83% 19.17%
The
Valida­
tion
Study
a.CORP 70.91% 29.09% 20.00% 80.00% 17.38% 82.62% 21.67% 78.33%
b.PROD 29.70% 70.30% 35.00% 65.00% 88.33% 11.67% 78.33% 21.67%
These three empirical studies showed that corporate advertisement 
produced more affective responses than cognitive responses. After watching 
the corporate advertisement, affective responses were reported by about 70%- 
90% of respondents, while cognitive responses towards the advertisement 
were reported by about 10%-25% of respondents. These studies also showed 
that the product advertisement produced a high level of cognitive responses 
and a low level of affective responses. About 80%-90% of respondents 
registered cognitive responses after watching the product advertisement and 
there was only about 8%-30% of affective responses. Interviews held after the 
three studies also revealed that the respondents tended to become a customer 
of the bank featured in the product advertisement as a result of the cognitive
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characteristics of the advertisement.
All three studies showed that the 80%-90% of respondents who had 
high cognitive responses towards the product advertisement tended to become 
customers of the bank featured in the advertisement. They also showed that 
those who did not give cognitive responses to the product advertisement 
tended not to become customers of the bank featured in the advertisement.
The pilot study and the main study also showed that about 15%-20% of 
respondents were not favourably inclined towards the banking institution 
featured in the corporate advertisement, when they had negative affective 
responses towards the advertisement. Although the figure is small, the result 
showed that when they did not have affective responses after watching the 
corporate advertisement, they would tend not to select that bank.
There was a difference in results between the pilot, the main and the 
validation studies on the tendency to become customers of the bank featured in 
the advertisement. The pilot study and the main study showed that about 80% 
of respondents who had high affective responses towards the corporate 
advertisement tended to be more inclined towards becoming customers of the 
bank featured in that advertisement. In the validation study, most of the 
respondents who had high affective responses towards the corporate 
advertisement were not persuaded to become customers of the bank featured 
in the advertisement. The respondents clearly understood the advertisement 
but wished to get more information about the services offered by the bank. In 
this case, these particular results from the validation study are not consistent
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with the results of the pilot study and the main study because affective 
responses did not affect their decision in selecting a bank. The reason for this 
difference between the studies was investigated through interviews. The results 
from this qualitative feedback from respondents indicated that the pre­
conditioned statement in the pilot study and the main study affected the 
decision of the respondents to become a bank customer of the bank featured in 
the corporate advertisement. That is, when the pre-conditioned statement was 
included, the respondents were more favourably inclined towards the bank 
when they had high affective responses. When there was no pre-conditioned 
statement in the questionnaires, their decision to select or not select a bank 
was not affected by either cognitive or affective responses.
In summary, all three empirical studies showed that the corporate 
advertisement caused respondents to have high affective responses and low 
cognitive responses toward the bank advertised in the advertisement. The 
studies also showed that the respondents have high cognitive responses and 
low affective responses to the product advertisement. However, the research 
did not establish whether the difference between the two responses would 
affect the intention to select a banking institution. In the case of corporate 
advertisement, there was some inconsistency between the findings of the 
studies. Only the pilot study and the main study indicated that the respondents 
who had affective responses towards the corporate advertisement were more 
favourably inclined toward the bank. And the responses showed that the 
respondents who did not give affective responses to the advertisement, did not
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intend to be customers of the bank featured in the corporate advertisement. 
The validation study indicated that whether the respondents had affective or 
cognitive responses towards the corporate advertisement, they did not intend to 
be the bank’s customers. That is, the inclusion of a pre-conditioned statement 
was linked to a different result. In the case of product advertisement, all three 
empirical studies revealed the same result. Therefore, there is a possibility that 
the respondents were more favourably inclined towards the bank featured in 
product advertisement when they had high cognitive responses towards the 
advertisement. Those who did not respond cognitively to the product 
advertisement were unfavourably inclined towards the bank.
The thesis shows that customers gave different responses to different 
types of advertisement. Consumers obtain information regarding a bank and its 
services from a product advertisement. They get a favourable image of an 
institution through a corporate advertisement. In addition, the findings show that 
a product advertisement elicited higher cognitive responses than affective 
responses. The corporate advertisement provided higher affective responses 
than cognitive responses. By applying these results to their marketing strategy, 
banking institutions could produce their own brand of advertising with the 
appropriate suitable characteristics and objectives in order to diminish the 
ineffectiveness of advertising. In this way, television advertising could be made 
into a more effective tool for service communication and towards achieving 
corporate objectives.
With regard to the question of when to launch advertising, the thesis
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shows that a product advertisement would be best shown when a bank had 
some new information to relay to prospective customers, such as new services 
offered or a new promotion of existing services, etc. The information included in 
the advertisement must be believable, convincing and valuable for consumers 
otherwise the message might create negative cognitive responses which might 
discourage viewers from becoming a customer of that bank. Regarding the best 
time to launch a corporate advertisement, it would be most appropriate when a 
bank wants to create an image. To this end a corporate advertisement should 
also contain some information about the banking institution in order to create 
positive attitudes towards that institution. It is important to balance “illusion” with 
“fact” since an advertisement relying solely on fiction can create negative 
affective responses in the customer, which in turn, can influence their decision 
about selecting a bank.
The findings of this project have been discussed with a number of 
marketing and advertising professionals both in Thailand and in the UK. They 
all agree that this research is valuable with practical applications. The findings 
are deemed of use in advertising practice; giving an indication to the advertiser 
of which type of advertisement would be most suitable for a specific objective. 
Advertisers would therefore be able to recognise the importance of effective 
advertising in helping to improve customer perceptions of service quality and 
help them communicate clearly to customers what is being offered as well as 
encourage them to develop an interest in the service provided.
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THE PLAN OF THE STUDY
The thesis consists of ten chapters:
Chapter 1
This chapter identifies the problem of the research. It introduces 
literature that will be covered in the thesis in order to develop a theoretical 
framework. The methodology will be introduced briefly.
Chapter 2
This chapter discusses the financial environment, the nature of financial 
services (i.e. a service industry), and the service lifecycle. These factors are 
important in relation to the role of marketing in financial services. This chapter 
will analyse how the service marketing mix performs in financial services, 
compared to its performance in a manufacturing industry. The content will give 
a marketing background to financial services.
Chapter 3
This chapter examines how perception of the quality of service is 
significant in the financial services sector. The role of service quality in the 
industry will be examined. It includes a discussion about the relationship 
between communication in service, and service quality by examining the Gap 
Analysis Model Theory. This chapter shows the importance of service quality to 
the financial services industry. In addition, it shows that a cause of poor service 
quality is poor communication between service delivery and customers.
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Chapter 4
The role of communication in financial services and advertising, is 
examined, particularly its characteristics and the different types of advertising 
this industry employs. The aim is to demonstrate why advertising is important to 
this industry. This chapter shows the importance of advertising as a marketing 
communication tool and how it is applied.
Chapter 5
This chapter discusses the literature on consumer behaviour and 
attitudes toward advertising. Research has distinguished two categories of 
consumer responses to advertising - cognitive responses and affective 
responses. This chapter shows customer responses affected by advertising 
and how these are studied.
Chapter 6
This chapter gives a detailed account of the theoretical framework and 
hypotheses of this thesis. An attempt is made to assess the different types of 
consumer responses (Cognitive responses and Affective responses) to two 
different types of advertising (Product advertising and Corporate advertising) for 
the financial services industry in Thailand.
Chapter 7
This chapter explains the methodology of this research. Analysis and 
interpretation of processed data are closely linked and depend largely upon the 
objective of the survey. The pilot studies, the main study and the validation 
study are the empirical studies which will be discussed. The use of each
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method and the choice of methodology for each study will be justified.
Chapter 8 & Chapter 9
These chapters examine the results of the three empirical studies - the 
breakdown of the two pilot studies, the main study and the validation study. 
The relationship between the types of advertising (Product advertising and 
Corporate advertising) and the types of consumer responses (Cognitive 
responses and Affective responses) will be discussed.
Chapter 10
This chapter gives the conclusions of the empirical findings and their 
implication. Further study is also suggested.
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Chapter 1 Introduction 
Content :
- Identify problem found in the financial services industry
- identify what literature will be reviewed
Chapter 2 Marketing of financial 
services
Aim ; to show that marketing is important to 
financial services and each element of 
services marketing, which includes 
advertising, perform its function to attain 
service quality 
Content :
- nature and environment of financial 
services
'  role of financial services and 
marketing
Chapter 3 Service quality of 
financial services 
Aim : to show that service 
communication is an important 
element to gain service quality 
Content :
- the importance of service quality
- the gap analysis theory
I
r
Chapters 2 and 3 show that financial sen/ices need marketing. Their function help to 
promote service quality which its the business world is concentrating on at present 
Advertising is a service communication that should be examined since there have 
been problems recently.
Chapter 4 Advertising and service 
communications 
Aim : to show that advertising plays an 
mportant role in service communication 
and to understand how the message in 
advertising is processed.
Content :
- role of advertising as a service 
communication
- how advertising works
- advertising in Thailand
Chapter 5 Financial consumer 
behaviour toward 
advertising 
Aim : to show how consumers perceive 
advertising 
Content : 
consumer attitude (cognitive, 
affective, and conative)
- customer responses to bank 
advertising in Thailand
Chapters 4 and 5 create an understanding as to why the research is concentrated on 
advertising and why there is problem occurring in this area. The consumer perception is 
an important indicator for advertising effectiveness which must be tested in the survey.
Chapter 6 Theoretical framework
- form a theoretical model for the 
research
- set up hypotheses____________
Chapter 7 Research Methodology
- sampling frame, sampling size and 
sampling method
- plan research methods for each 
studies : 1st pilot study, 2nd pilot 
study, main study, and validation 
study
design the questionnaires
Chapter 10 Conclusion 
- summary of the research 
findings, its implication and 
suggestion for further study
Chapter 9 Analysis 
Part II 
analyses the main 
and validation study
Chapter 8 Analysis 
Parti
- analyses the 1st and 
2nd pilot studies
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CHAPTER 2 
MARKETING OF FINANCIAL SERVICES
2.1 FINANCIAL SERVICES
2.1.1 THE FINANCIAL ENVIRONMENT
2.1.2 THE NATURE OF FINANCIAL SERVICES
2.2 FINANCIAL SERVICES AND MARKETING
2.2.1 THE EVOLUTION OF SERVICES MARKETING
2.2.2 THE SERVICE LIFECYCLE
2.3 THE ROLE OF MARKETING IN FINANCIAL SERVICES
2.3.1 THE IMPORTANCE OF MARKETING
2.3.2 MARKETING SERVICES - THE MARKETING MIX
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Chapter 2 presents a general view of the financial environment in order 
to understand the current situation in the financial services industry. It defines 
the nature of financial services, which is different from the nature of a product. 
Then it shows why marketing is important and how it is being applied in a 
service industry. The service life cycle is also identified, showing the period of 
time that a service is in a market. The cycle helps us to understand how 
marketing is applied in a service industry and its importance to that industry. 
Then, the relationship between marketing and financial services is explored, 
showing the importance of the role played by marketing in the industry.
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2.1 FINANCIAL SERVICES
This section divides into two parts. The first part explains the 
environment of the financial services industry. It provides a background to this 
industry. It shows why the research carried out is of interest to the particular 
industry. The second part explains the nature of financial services which have 
their own characteristics that are different from the nature of a product.
2.1.1 THE FINANCIAL ENVIRONMENT
Since the 1980s there has been rapid change in the financial services 
industry in most countries including the UK. It has been spurred by legislation 
which has stimulated a greater amount of competition within the industry. 
Burton (1990) argues that in the UK there has been a growing emphasis on 
market forces which has, in turn, encouraged deregulation within the financial 
services industry. Other significant developments have been the pressures 
arising from firms wishing to diversify their business, and the development of 
communication technology. The latter, has served to integrate multinational 
companies and banks and sovereign country borrowers into one world market, 
making it crucial for financial services to be competitive amongst themselves. In 
other words, the environment of financial services has changed due to 
deregulation, and socio-economic, political, demographic and technological 
trends.
a) Deregulation
Up to the beginning of the 1980s, the history of the regulation of financial 
services was one of restrictions upon the range of products that a particular firm
37
might offer and constraints upon the geographical area in which services could 
be sold. In the US, for example, banks were prevented from participating in 
securities markets; savings and loan institutions were unable to offer checking 
services; and insurance institutions were precluded from offering banking 
business (Ennew et al. 1993 p.4).
Llewellyn (1988) has suggested that in most countries, financial 
institutions are more regulated than any other industry. The philosophy 
surrounding the role of regulation was to endeavour to prevent market failures 
and, hence, to protect market investors. However, these restrictions are not 
always consistent with market efficiency business (Ennew et al. 1993 p.5).
In the 1980s there were widespread changes in regulatory regimes. 
These developments arose from technological innovations, which radically 
changed the pattern of operation of financial service firms, and from competitive 
pressures due to similarity of service provision in those areas of overlap 
between traditionally separate institutions.
Legislative developments in industrialised countries have had a major 
impact on financial services activities. Lewis (1984) found that a number of 
government reports and Acts of Parliament in the UK in the 1970s had the 
objective of encouraging competition in the financial sector, and led to the 
abandonment of bank cartels and controls over lending and to increasing 
competition between banks (Lewis 1984, p.49).
Hence, Meidan (1996) has suggested that deregulation in the financial 
markets has reduced the barriers to competition in domestic markets, and has 
opened national markets to foreign competition, for example, there are now
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over 450 foreign banks in England (p. 15).
b) The Socio-economic Environment
Service development tends to be closely related to the rate of economic 
growth, with the proportion of Gross Domestic Product (GDP) consumed by 
services tending to increase as total GDP (per head) rises. Economically, 
service consumption increases during boom periods and declines during 
recession periods (Palmer 1994, p.36). Most services are positively related to 
total available income. Therefore, the amount people earn becomes a crucial 
factor influencing demand in the financial services marketplace. How much 
individuals or households have available to spend will affect their capacity to 
save, to raise, and service loans, and their attitude to investment risk and 
insurance (McGoldrick and Greenland 1994 pp.10-11). Therefore, the level of 
perceived wealth and confidence in the future can be an important determinant 
of demand for some high-value services, such as financial services.
An important economic consideration for banks is the increasing
competition they face from non-banks. Lewis (1984) said
"The traditional boundaries between financial Institutions are 
becoming blurred as non-banks develop and extend their 
product ranges and encroach on the banks' territory. However, 
to their advantage, the banks must Increasingly be aware of and 
respond to, the changing and expanding needs of their 
customers, both personal and corporate"
(Lewis 1984 p.62)
Present financial services customers are increasingly sophisticated, 
more demanding, more financially educated, and more cost and price 
conscious than hitherto (Meidan 1996 p. 14). In sociological terms, customer
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attitude change towards saving, spending and borrowing is also leading to their 
financial horizons becoming broader and longer. This is especially true of those 
people of low socio-economic status, who are saving and budgeting more. 
Traditions and values are being modified so that credit and borrowing are 
becoming more acceptable (Lewis 1984 p.62; Mclver and Naylor 1980 pp.17- 
18). For example, people’s willingness to borrow reflects their confidence in the 
economy. As economic prospects rise, so the risk of unemployment falls and 
disposable incomes tend to increase. People therefore feel better equipped to 
raise and service the additional debt used to expand consumption (McGoldrick 
and Greenland 1994 p.24).
c) The Political Environment
Politics is an instrument which shapes the general nature of the external 
environment as well as being responsible for passing legislation which affects 
specific service providers. A government determines the nature of the 
economic environment through its monetary and fiscal policy and the 
distribution of income and wealth of individuals, companies and every 
institutions in a country (Kotler 1997 p. 156; Palmer 1994 p.36).
d) The Demographic Environment
Trend changes in peoples’ demographic characteristics, such as their, 
age, gender, income, education, etc., are critical to the financial services 
industry for predicting both the demand for its service output and the availability 
of service personnel that they will require. For example, the current account 
market is one of the most mature in the financial services sector. The major 
driver behind the generation of new business is the number of young people
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and there are many banks in UK now offering student accounts. (McGoldrick 
and Greenland 1994 p. 19).
e) The Technological Environment
The use of technology is helping to broaden the resources and ability of 
the institutions to compete in this financial services industry. New products, new 
payments systems, new forms of distribution and delivery and enhanced 
management information systems are making immense demands on 
technology (Meidan 1996 p. 16). The development of technology enables new 
services to be offered to consumers e.g. ATM (Automatic Teller Machine) which 
helps the financial industry to produce and distribute faster, cheaper and more 
convenient services to consumers. In addition, it creates new opportunities for 
service providers to communicate with their customers. Many financial services 
organisations have used information technology to develop databases to target 
potential customers and to maintain a dialogue with established customers. 
(Palmer 1994 p.39; McGoldrick and Greenland 1994 p.35; Cravens and 
Woodruff 1986 p.73)
It can be concluded that the financial services market has changed 
fundamentally since the 1980s. Deregulation and technological developments 
in particular have brought about major structural changes and high in 
competition. It is therefore critical for firms to apply marketing techniques in 
order to compete with others.
2.1.2 THE NATURE OF FINANCIAL SERVICES
It is important to understand the nature of financial services apart from
41
its environment which was mentioned earlier. This part will concentrate on the 
characteristics of a service industry, especially financial services. The content 
will show the different characteristics of a service and a product.
The financial services industry is part of the services sector which has 
assumed the mantle of economic leadership. Its role is becoming increasingly 
important. Western Europe is also becoming a predominantly service-based 
economy (Payne 1993 p.2). People are producing and consuming more 
services than ever before, and the manner in which services are made 
available to the final consumer is also changing (Palmer 1994 p.XV).
Services exhibit a number of general characteristics different from those 
of products as shown in the table 2-1.
Table 2-1 Differences between Services and Physical Goods
Physical Goods Services
Tangible
Homogeneous
Production and distribution separated from 
consumption 
A thing
Core value produced in factory 
Customers do not (normally) participate In the 
production process 
Can be kept in stock 
Transfer of ownership
Intangible
Heterogeneous
Production and distribution and consumption
simultaneous processes
An activity or process
Core value produced in buyer-seiler
interaction
Customers participate in production 
Cannot be kept in stock 
No transfer of ownership
Source: GrOnroos 1990 p.28
Services have been defined by the American Marketing Association as 
below :-
"Services is activities, benefits or satisfaction which are 
offered for sale or are provided in connection with the sale of 
goods" (Payne 1993 p.X)
42
Cowell (1980) argued that this definition was too broad. An analysis of 
service characteristics by function was considered as a way of refining the 
definition. Functionally, the differences between products and services include:
i) Services are intangible and cannot be stocked.
ii) Services provide relatively short communication channels.
iii) Services lack copyright and patent protection.
iv) Standards of services cannot be precisely determined.
v) In the area of services the consumer cannot be separated from 
the production process.
This approach has its drawbacks, however for it fails to bring out certain 
salient economic factors which relate to the service sector.
Another approach to the analysis of services and its relevance for 
arketing techniques has been developed and applied by many researchers. 
Berry (1986) defined "the service" as follows.
"Services are relatively intangible, produced and consumed 
simultaneously, and often less standardised than goods. These 
unique characteristics of services present special challenges 
and strategic marketing opportunities to the services marketer. "
(Berry 1986 p.29)
GrOnroos (1990) also gave a definition which is a blend of the ones 
suggested by Lehtinen U and J (1991), Kotler (1988, 1997) and Bloom (1984) 
as follows.
"A service is an activity or series of activities of more or less 
intangible nature that normally, but not necessarily, take place 
in interactions between the customer and service employees 
and/or physical resources or goods and/or systems of the
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service provider, which are provided as solutions to customer 
problems"
(GrOnroos 1990 p.27)
Payne (1993) also agrees with the definition defined by GrOnroos. He
defined “a service” as below.
"A service is an activity which has some element of intangibility 
associated with it, which involves some interaction with 
customers, or with property in their possession, and does not 
result in a transfer of ownership. A change in condition may 
occur and production of the service may or may not be closely 
associated with a physical product"
(Payne 1993 p.6)
These definitions by different authors show four important characteristics which 
distinguish them from physical products and impact on marketing programmes, 
namely: Intangibility, Inseparability, Heterogeneity/variability and Penshability.
The institutions offering financial services are multifarious and few 
financial services are unique to particular institutions. Indeed, the market has 
broadened considerably in recent years as payments, borrowings, insurance 
and investment methods have developed to meet greater consumer financial 
awareness and institutions have diversified and competed more rigorously. 
Financial services share these characteristics to a degree but also exhibit 
certain differences. Some of these similarities and differences are included in 
the following discussion.
a) Intangibility and non-usual aspects of services
Financial services are generally intangible but the service providers go to 
considerable lengths to “tangibilise” the service for customers (Edgett and 
Parkinson 1993 p.22). A regular bank statement, credit cards and insurance
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policies are all examples of the way in which financial services are presented to 
consumers. They can enhance the image of the service and the provider and 
even bestow status or implied benefits upon the user, as with a ‘gold’ card. 
Physical reminders of the service product, brand name and value serve to 
reassure the consumer and help the organisation’s positioning. (Woodruffe 
1995 p.253)
Services can embrace quite difficult concepts of a bank account, an 
insurance linked unit trust investment or a credit card. Frequently, the tangible 
item or physical evidence involved is a piece of paper, card or book, which 
renders a title to ownership of what has been purchased that is protection, 
security, or monetary asset. While the title will convey some form of continuing 
relationship, the service will be less appealing to the senses and emotions than 
to reason and the services are therefore less susceptible to impulse buying. 
The effect is that the part played in the mix of impulse stimulating promotions, 
such as advertising, affects price comparability.(Palmer 1994 pp.3-4; Edgett 
and Parkinson 1993 pp.22-24)
b) Non-standardisation of the "Product"
The provision of services has been likened to provision of "non-standard 
products". This is also known as "Heterogeneity". There can be high variability 
in the performance of services. This not only inhibits precise description and 
concept advertising, but it also affects price comparability. The quality and 
essence of a service can vary from producer to producer, from customer to 
customer, and from day to day. Therefore, this causes a problem of quality 
assurance in service delivery. Due to the absence of a quality standard,
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consumers perceive a greater risk in purchasing services than in purchasing 
goods. In order to minimise the potentially negative effect of such 
heterogeneity, a manager could control the service encounter by adopting 
uniform production procedures, increasing the amount of automation, and 
attempting to a match between service communication and services delivered 
to consumers (Edgett and Parkinson 1993 pp.26-27; Palmer 1994 p.6).
c) Services are Performed
Since services are so intangible and non-standard, the emphasis in 
selling services is the actual performance of that service. Thus the quality and 
technical content of the service derives not so much from the physical 
characteristics, but from the performance embracing the consistency and 
quality of service and the integrity and personal qualities of the seller. The buyer 
has to have confidence in the recommendations of the seller, that is, the 
financial institutions, since there is no way he can confirm by demonstration, 
that the "product" actually works. Heavy reliance is therefore placed on the 
skills and knowledge of the seller who represents the institutions and the 
advertisement, apart from the confidence of the buyer.(Payne 1993 pp.7, 152; 
Palmer 1994 p.6)
d) Consumer Rationality and Risk Factors
Services are typically produced and consumed at the same time, with 
customer participation in this process (Woodruffe 1995 p.253). This 
inseparability of a service occurs whether the producer is human or a machine, 
such as the ATM machine (Palmer 1994 p.5). Since services are inseparable, 
consumers can be more susceptible to risk and uncertainty in the purchase of
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services. Therefore, consumers would rely on the marketing information, for 
example, through advertising. If information in a media is not the same as the 
service that had been delivered to consumers, there is the possibility that there 
might be risk-taking in selecting a service. (Edgett and Parkinson 1993 pp.24- 
25)
e) Demand Management of Services
Services cannot be easily stored to meet fluctuations in demand, in other 
words they manifest qualities of perishability (Woodruffe 1995 p.254). This can 
lead to significant management problems. Promotion/Advertising is one of the 
tools commonly adopted to tackle this problem (Palmer 1994 p.6). The 
importance of advertising in creating a strong brand image and positioning 
needs to be considered when planning effective marketing programmes 
(Woodruffe 1995 p.256). Financial services in particular are a kind of service 
that have low contact and high intangibility, therefore an effective promotion 
strategy would help to gain the quality standard (Palmer 1994 pp. 150-151).
f) Pressure Towards Standardised Services
Given the nature of services and the problems of consumer rationality, 
risk and intangibility, recent financial services marketing e.g. of credit cards, 
finance houses, and even branch banking, has been directed towards greater 
uniformity in provision through automated systems in order to reap economies 
of scale. Cowell (1984) has argued that where intangibility is an important 
characteristic, then a great burden is placed upon the seller's promotion 
programme to describe the actual service properly. Such effective promotional 
strategies are important to the savings and life assurance markets if the target
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markets are to be reached. Thus advertising becomes an important channels of 
information.
It is concluded that the nature of financial services has its own 
characteristics that are intangibility, inseparability, heterogeneity and 
perishability. Its characteristics show that quality of a service is an important 
element for encouraging customers to buy a service rationally and to buy it 
without risk-taking. Therefore, marketing needs to be used to promote a service 
business, that is services marketing. For example, advertising, which is an 
element of marketing, can be a very useful communication tool for the financial 
services industry. It can help to inform customers about the services offered. 
Due to the nature of financial services, as described in this section, advertising 
would help customers to understand what a service is about. Therefore, it is 
important to study how marketing helps to operate the financial services 
industry.
This section provides a general view of the financial services industry by 
examining its environment. It aims to Introduce the background of the industry 
in order to show why this thesis is interesting to this industry and why marketing 
must be applied to promoting a business in this industry. The next section 
shows how marketing has been used in service industries in particular the 
financial services industry.
2.2 FINANCIAL SERVICES AND MARKETING
This section explains how marketing is related to services and how 
service marketing has been developed. The content shows the lifecycle of a
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service in order to understand how marketing can be applied to sell a service. 
Analysing and monitoring the life cycle of services helps to identify promotional 
needs for new services. Hence, it will explore the importance of the role service 
marketing is playing an important role in the financial services industry.
2.2.1 THE EVOLUTION OF SERVICES MARKETING
Figure 2-1 The changing emphasis on marketing
Consumer marketing
Industrial Marketing
Relationship
marketing
'Jon-profit and societal 
narketing
Services marketing
1950s 1960s 1970s 1980s 1990s
Source: Payne 1993 p.30
In the 1950s consumer goods companies were recognised as being the 
most sophisticated of marketers. They were often the first companies to 
develop formal marketing plans and much academic effort was directed at 
analysing and researching consumer markets.
In the 1960s the attention was on industrial markets and marketing texts
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and journals dealing especially with industrial markets stared to appear.
In the 1970s marketers concentrated on marketing in non-profit 
organisations and the associated areas of public sector and societal marketing.
In the 1980s services marketing started to play an important role in 
service sectors in order to generate effective marketing which would result in 
increase in sales and market shares. However, there was still confusion about 
the term "services". It was assumed to be equal to "selling" rather than 
"customer satisfaction" (Payne 1993 p.27).
Payne (1993, p.27) has mentioned that service organisations have 
tended to move through a series of stages in seeking to adopt marketing. The 
stages are (1) selling, (2) advertising and communications, (3) product and 
service development, (4) differentiation and competitor analysis, (5) customer 
service, (6) service quality and (7) integration and relationship marketing. 
Nevertheless, not all service companies will go through all these stages of 
evolution. Banks are a good example of applying these stages. As competition 
intensified in 1970s, they expended considerable efforts on selling sales 
promotion and advertising both to attract funds and promote bank products and 
services. The emphasis here was on sales rather than customer satisfaction. 
During the 1980s banks developed more sophisticated marketing, 
concentrating on market segmentation. They also recognised the importance of 
customers. However, with the arrival of the 1990s, customer services is 
becoming more important (No author. Marketing April 25, 1996 p. 18). Banks 
have begun a more rigorous pursuit of service quality.
In the 1990s a new emphasis on marketing is emerging - relationship
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marketing (Gummesson 1995 p.245) (Figure 2-1). This has the potential to 
draw together the streams of marketing focus into an integrated whole. It draws 
heavily on services marketing thinking but also has applications relating to other 
sectors especially customer services. This is due to an increase in the 
consumption of financial services in recent years. In Britain, over 90% of the 
adult population are financial service consumers in the early 1990s (Burton 
1994 p.1). It has led to a more critical evaluation of the way in which financial 
institutions treat their customers and to discussions about what the proper role 
of financial institutions should be (Burton 1994 p.1). The nature of the way the 
companies view their relationships with customers is changing. Emphasis is 
moving from a transactional focus to a relationship focus with the aim of long­
term customer retention (Payne 1993 p.31). Relationship marketing is defined 
as the use of a wide range of marketing, sales, communication and customer 
care techniques and processes to identify named individual customers, to 
create a relationship between the company and the customers, and to 
manage that relationship to the benefit of both (Stone and Woodcock 1995 
p.11). For customers, relationship marketing can be described as how to find 
customers, get to know them, keep in touch with them, try to ensure that they 
get what they want from the service provider, and check that they are getting 
what the service provider promised them (Stone and Woodcock 1995 p.11).
Similarly, Baron and Harris (1995) defined relationship marketing as a 
process which effectively combines marketing, customer service and quality 
focusing attention on retaining customers, and enhancing internal and 
external links, communications and working practices (p. 198). Internal and
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external relationships include those with suppliers, recruitment markets, 
company employees, referral markets and influence markets. Services 
organisations are urged to focus not only on their relationship with customer- 
external and internal- but with other elements within industry and society 
which can have an impact on the organisation’s long-term success. The 
emphasis is not only on bringing about exchange processes but also on 
building relationships (Woodruffe 1995 p.95). It is concerned with a complete 
approach to managing customer relationships, by combining some of the key 
disciplines of marketing such as customer service, marketing 
communications, branding and database marketing. Gummesson (1995) 
defined relationship marketing as marketing seen as relationships (between a 
provider and a customer), network and interaction (Gummesson 1995 p.245). 
Its core is mutually beneficial and involves voluntary relationships where both 
supplier and customer remain satisfied. Relationship marketing can be 
delivered through a variety of media, depending on the nature of the contact. 
Information can be provided face-to-face, on the telephone, via the Internet or 
other electronic media, on a video screen, on a TV through video on demand, 
through a loudspeaker, or in print (Stone and Woodcock 1995 p.36).
Relationship marketing is more often focused on one-to-one 
relationships and interaction, and less on impersonal mass marketing. It is a 
consequence of the service society replacing the industrial mass product 
society (Gummesson 1995 p.251). Its aim is to retain customers and 
maximise their lifetime value through relationship marketing (McGoldrick and 
Greenland 1994 p.79). The dominant principle of relationship marketing is
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therefore customer orientation which means striving to identify customer 
needs and meeting them profitably (Stone and Woodcock 1995 p.24). 
Customer loyalty and branding are closely connected. Highly visible and 
positive branding cannot exist without customer loyalty, and customer loyalty 
depends on the relationship in the long run. If marketers manage 
relationships with their customers well, they will tend to be loyal, and this will 
provide the opportunity for branding to get to work (Stone and Woodcock 
1995 p.35).
This section implies that service marketing has increased its importance 
since the 1950s. Banks are a good example of a financial service industry that 
also applies service marketing to improve its business. This section provides a 
good background of the development of marketing services. However, the 
important role of service marketing in the financial service industry will be 
discussed in detail later (section 2.2.3).
2.2.2 THE SERVICE LIFECYCLE
This section aims to introduce the lifecycle of a service. It shows the 
importance of marketing, especially advertising, through the lifecycle. It is worth 
exploring on the importance of advertising as an element of marketing to the 
service lifecycle. This will create an understanding of why this thesis is 
particularly interested in the advertising of a service.
The service lifecycle is an important structure to be analysed. It helps to 
identify promotional needs and ultimately opportunities for new services. The 
life cycle graph is shown in the figure 2-2.
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Figure 2-2 : The Service Life Cycle
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The introduction stage is characterised by slow growth in the sales of the 
service and, generally, there is a negative profit (Palmer 1994 p.136). Expenses 
incurred from the introduction and promotion of the service at this early stage 
are high, as efforts are made to gain widespread acceptance quickly. This 
phase in the life cycle includes market research costs, expenditure in 
establishing the distribution systems, test marketing, and so on. It is only 
possible to take limited action during the introduction phase to increase 
revenue. The priority is to establish an awareness and appreciation of the 
service features and benefits in the chosen market segments with a consistent 
promotional message and style. Any other promotional efforts could water 
down this initial objective of gaining widespread awareness and could even 
confuse potential buyers. Thus, during the introduction stage the main activity is 
to press ahead with promoting the service. (Marsh 1992 pp.69-70)
During the growth stage, an increase in sales volume occurs whilst costs 
tend to remain stable. Profitability therefore increases as economies of scale 
come into play. As the growth stage goes through its cycle it is possible to 
accelerate take-up levels and improve market acceptance in a number of ways: 
improve service quality/features, sell to wider market segments, sell through 
other distribution channels, realign advertising through obtaining high levels of 
awareness to getting service conviction, and reduce price when appropriate to 
attract the next layer of price conscious buyers. (Palmer 1994 p. 136; Marsh 
1992 p.70)
Maturity is reached when over-capacity occurs as the profitability of the 
growth stage encourages competitors to enter the market. It is evidenced when
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there is a slowing down in the rate of sales growth, increased advertising, and 
falling profits as examples. There are ways to slow down the rate of decline in 
revenue and sales in the short term, but eventually service replacement will be 
necessary. The following strategies may extend the active life of the service, 
especially the timespan of the maturity period, such as modifying the service to 
appeal to other market segments, price cutting to at least retain market but 
preferably improve market share, alter selling strategy by packaging with other 
compatible services to give broader appeal. (McGoldrick and Greenland 1994 
p.219; Marsh 1992 pp.70-71)
The decline stage will ensue and is characterised by stable fixed costs 
but reducing revenue, especially if prices have been cut. When considering 
what to do about the inevitable, there are two courses of action. Firstly, the 
bank could terminate or withdraw the service completely and thereby 
immediately arrest any losses that may be arising. Alternatively it might be 
justifiable to carry on, in markets considered likely to be in the most profitable, 
with the promotion of a modified service adapted to contain only the best 
features for those audiences which are most highly regarded and least costly or 
time-consuming from a sales and administration standpoint. Some of the 
problems of revenue flow are overcome by an organisation that has a range of 
products or services each at various stages in their lifecycle. (McGoldrick and 
Greenland 1994 p.219; Marsh 1992 p.71)
The service life cycle shows that marketing plays its role throughout the 
life cycle stages. In particular, advertising, which is an element of service 
marketing, is a valuable tool that can be used either during the introduction
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stage and/or maturity stage. It can be used to introduce new services and their 
related promotions. It also is useful as a support to many activities that will 
extend the life cycle of a service, for example, to inform customers about the 
repackaging of or price cutting of a service.
The next section discuss in greater detail about the importance of 
service marketing to the financial services.
2.3 THE ROLE OF MARKETING IN FINANCIAL SERVICES
This section explains the relationship between the financial services 
industry and marketing. It shows that marketing plays an important role in the 
industry.
As mentioned in the introduction, marketing plays an important role in 
financial services partly due to increased competition. In this section, the 
importance of marketing in the financial services industry is explained. 
Secondly, what elements of service marketing (Service Marketing Mix) could be 
applied in the service industry most appropriately is shown.
2.3.1. THE IMPORTANCE OF "MARKETING"
The inseparable nature of services means that the importance of the 
roles played by the service provider and the customer is often far greater than 
in the marketing of physical goods (Woodruffe 1995 p.39). Also, the structure of 
financial services has changed. Due to the intensification of competition, 
deregulation, technology transfer and innovation among other things, services 
marketing has developed to respond to these changes and this is reflected in
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the design and delivery of services in the 1990s (Luiz Moutiho : Teare, Moutiho
and Morgan 1990 p.2).
"Service marketers urgently require concepts and strategies that are 
relevant to their actual situations. Traditionally, the marketing 
discipline has been ovenn/helmingly onented to practices in the 
manufacturing sector, especially mass-produced, packaged 
consumer goods"
(Shostack 1987 p.731) 
Marketing has become a key area of differentiation between corporate 
success and failure. The marketing concept has recently gained widespread 
acceptance as an essential part of the management practice of financial 
services, such as developing the expertise of bank staff in the service relating 
to the quality of financial information and advice provided by their bank. (Kotler 
and Bloom 1984 p.3; Lewis 1984 pp.61, 72). It can be said that the financial 
services industry, particularly banks are moving towards a strategic-marketing 
orientation which requires that marketing takes a more active role in the 
determination and development of corporate strategy. The financial services 
focus their research on measuring the effectiveness of their marketing 
(Marketing 2 May 96 p.22). Steve Cuthbert, director general of the CIM said 
“75% of life assurance, mortgage and current-account companies say their 
markets are mature or declining”; one of the marketers interviewed added 
“financial services still have lots to learn” (Marketing 2 May 96 p.22).
It has been found that there are changes in attitudes to marketing. The 
evidence indicates a growing acceptance of the marketing concept and its 
importance to (the marketing of) financial services (Hooley and Mann 1988
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pp.489). The aims of this service marketing (Woodruffe 1995 p.40) are:
i) To understand and anticipate customer needs.
ii) To provide benefits and satisfactions to meet those needs
iii) To ensure consistent quality and customer satisfaction
iv) To retain existing customers and attract new ones
v) To achieve organisational objectives
Although the organisations suggest, through changing their strategic emphasis 
and with the increasing status that is being attached to marketing, that this is 
indeed the case, it is evident that the senior posts in most organisations are still 
dominated by executives without marketing experience. Marketing is of equal 
status to finance and operations, rarely of higher status and often of lower 
status. (Hooley and Mann 1988 pp.489-492)
An important differentiating factor between the marketing of financial 
services and the marketing of products is "fiduciary responsibilities", which is 
consideration of the attitudes of bank management to marketing and selling 
(Mclver and Naylor 1980 p.9). The fiduciary dilemma stems from bankers' need 
to gain commitment from customers to buy their services, which generally aim 
at quality of life of the purchasers. Fiduciary responsibilities are also related to 
the image of bankers as impartial advisers. Therefore, there is a need to ensure 
that this trust and the customer's expectation of objectivity from bankers are not 
misplaced (Marsh 1988 p.6).
In terms of the organisation of marketing within the services institution, 
Hooley and Mann (1988, p.493) found that less than 10 per cent of marketing 
staff employed had previous marketing experience with another organisation.
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The level of training offered to such employees was very low. Less attention 
was paid by departments to media research and determination of market 
characteristics. However, most of the organisations sampled reported the 
existence of a specialist marketing department, but the responsibilities of such 
a department were limited to research and promotional work. (Hooley and 
Mann 1988 pp.493-494)
Hence, research has found that the levels of awareness and usage of all 
but the most basic market analysis and planning aids, in other words - 
marketing execution - was particularly low. This is probably because the 
techniques had not been used appropriately for financial services 
organisations. The degree of planning and the level of sophistication 
encountered appears to be lagging behind the marketing strategies that these 
organisations should be adopting (Hooley and Mann 1988 p.495).
In addition, the importance of marketing services has become extremely 
attractive because of the following circumstances of the financial services 
industry:
i) Uncertainty
Consumers face uncertainty when buying services. They have difficulty 
in evaluating the performance characteristics of a service offering both prior to 
purchase and after purchase usage. High levels of client uncertainty create 
unique challenges for professional service marketers. Client education has to 
play a much bigger role in the marketing of services than in the marketing of 
tangible offerings. Clients need to be educated about the services they want to 
buy. It is possible for marketers to use marketing communication to perform this
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task (Kotler and Bloom 1984 p. 10).
ii) Maintaining Quality Control
Keeping high-quality control levels is a challenging task for service 
marketers. The appropriate marketing mix will be helpful in gaining service 
quality (Kotler and Bloom 1984 p.11). Factors in the winning of new business 
for financial services organisations are:- (a) good performance of existing 
products, (b) improved products, (c) an efficient sales force, (d) good quality 
customer service, (e) advertising/promotion and (f) pricing. (Hooley and Mann 
1988 p.497).
Therefore, it is important to understand that financial service 
organisations would benefit from recognising the necessity and advantages of 
marketing in order to develop a new services and to gain service quality. The 
service quality will be discussed in detail in Chapter 3.
2.3.2. MARKETING SERVICES - THE MARKETING MIX
"Marketing is the analysis, planning, implementation, and control of 
carefully formulated programs designed to bring about voluntary 
exchanges of values with target markets for the purpose of 
achieving organisational objectives. It relies heavily on designing the 
organisation’s offering in terms of the target markets' needs and 
desires, and on using effective pricing communication, and 
distribution to inform, motivate, and service the markets. "
(Kotler and Bloom 1984 p.4)
In the previous section, it was shown that a service industry requires 
more sophisticated marketing than a physical product. This section explores the 
elements of the marketing mix for a service.
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The traditional marketing concept normally consists of the 4 P's which 
are Product, Price, Place, and Promotion. The 4P’s is based on a study of the 
manufacturing industry. The application of these to services is too limited. It has 
been argued that simplifying the original list offers a seductive sense of 
simplicity which may lead to the neglect of some relevant elements, such as the 
nature of services, that is intangibility and so on, and changes in the financial 
environment. For example, the intangible nature of services is overlooked in the 
product mix since it is frequently analysed in terms of tangible design properties 
which may not be relevant to a service process; or the promotion mix of the 
traditional 4P’s fails to recognise the promotion of services that take place at 
the point of consumption by the production personnel. In addition, these four 
elements fail to recognise a number of key factors that marketing managers in 
the service sector use to design their service output, such as; specific focus on 
the problem of defining the concept of quality for intangible services; the 
importance of people as an element of the service product which refers to both 
producers and consumers; and the oversimplification of the elements of 
distribution that are of relevance to strategic services distribution decisions 
(Palmer 1994 p.32).
As a result the marketing concept has been reformulated to make it 
more suitable to the services sector, which includes financial services. A 
number of additional marketing mix elements have been added which extend 
the 4P's framework to 7 key elements which should be considered in the 
marketing mix (GrOnroos 1990; Payne 1993; Palmer 1994). The additional 
three elements are People, Process Management and Physical Evidence
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(Booms and Bitner 1981 p.52). Some authors may have an additional element, 
that is customer services, which is separated from the “people” element (Payne 
1993 pp.24-26, 122-123; Palmer 1994 p.32).
The mix may be varied according to these following factors:-
i) The level of expenditure on a given ingredient in the marketing mix; that 
is, how important that element is in the firm's overall expenditure.
ii) The perceived level of elasticity in customer responsiveness, for 
example, in the case of a monopoly or government body, prices may be 
set externally and thus need not be included in the marketing mix.
iii) Allocation of responsibilities of each mix is based on the belief that a 
well defined and well structured marketing mix needs a clear cut 
allocation of their responsibilities.
1. PRODUCT
"A Product is anything that the organisation offers to potential 
customers which may satisfy a need, whether it is tangible or 
intangible. "
(Palmer 1994 p.32)
The product-mix can be different when it is applied to the service sector. 
There are some problems in defining the scope and form of “the product” in the 
financial services industry. Services are fundamentally defined by using 
process description rather than tangible descriptions of outcomes (Palmer 1994 
p.32). It is a combination of prices, practices and promises (McGoldrick and 
Greenland 1994 p. 199). Quality then becomes a key element defining a
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product range of financial services.
There are four steps in managing the service offering qualitatively. 
These are:- developing the service concept, developing a basic service 
package, developing an augmented service offering, and managing image and 
communication (Figure 2-3) (GrOnroos 1990 p.82). A service product is 
therefore a complex set of value satisfactions. This framework, which is shown 
in the figure 2-4, reconciles the marketer’s view of a product.
Figure 2-3 : Image, Communication, and the Augmented Services Offering
The Service Concept
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Accessibility of 
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Source : GrOnroos 1990 p.82
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Figure 2-4 : The Total Product Concept
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Source : Adapted from Payne 1993 p. 126 and McGoldrick and
Greenland 1994 p. 199
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In order to plan the service offering, the factors that need to be 
considered are;- (i) the accessibility of services; (ii) the human resources (iii) 
auxiliary services and (iv) intra-corporate elements of the service. (GrOnroos 
1978 pp.578-601)
(i) The accessibility of service is a favourable concept for service firms. 
Resources influencing accessibility are, for example, human resources, 
machines, offices, buildings, and other physical things as well as extra services. 
These resources can be managed by the marketer, and they are all aimed at 
making the service accessible quickly and conveniently to the consumers. This 
concept can improve the understanding of service marketing in at least two 
ways. Firstly it stresses all parts of the service offering which the consumers 
may recognise as the service. The service itself is intangible, but the resources 
both human and non-human influencing the ability to transform the service are 
not concrete offerings, accessible to the consumers which can be evaluated by 
them in comparison with competing offerings. Examples of the elements of the 
service offerings are the location of a bank, the interior of a bank office or bank 
clerks. Secondly, by applying the accessibility concept, service marketing has a 
chance of breaking free from the burden of the traditional distribution concept. 
Direct distribution will then by no means be the only way of making the service 
accessible to the consumers. (GrOnroos 1978 p.592)
(ii) The human resources of a service firm are also part of the accessibility 
system of service, and this fact makes the personnel even more vital to the 
company and its marketing planning. Thus, the administration of the human 
resources must be considered an important means of competition in service
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marketing. Marketing training especially in communication and selling is a much 
greater task and involves more people in service industries than in goods 
industries. As so many people in service firms are engaged in marketing tasks, 
their behaviour influences to a great extent the success of the company. 
Therefore it is important to be aware of the internal marketing task of service 
firms, i.e. a service must first be successfully marketed to the personnel so that 
the employees accept the service offering and thoroughly engage in performing 
their marketing duties. Otherwise the service may easily turn out to be a failure 
in relation to its ultimate target markets. (GrOnroos 1978 pp.593-594)
(iii) An auxiliary service helps to promote the service, not bring out the service 
to the market. It is certainly considered part of the service offering by the 
consumers. The accessibility of a service may be influenced by offering extra 
services e.g. the bank clerk may fill out forms for customers.
(iv) Intra-corporate elements of the service are the bearer of the services and 
the auxiliary services over which the marketer can maintain full control.
Therefore, companies in service industries, including financial services,
have to recognise that product development involves many more activities than
may first appear to be the case, as the statement below indicates.
"Development of the resources influencing the accessibility, the 
administration of human resources, and the development of 
auxiliary services are parts of the product development process. "
(GrOnroos 1978 p.595)
Apart from that, the consumers should be considered as active 
participants in marketing. The consumers are actively taking part in shaping the 
service offering (McGoldrick and Greenland 1994 p. 132), i.e., in product
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development. This is due to the production/consumption interaction, which is
characteristic of the service industries, and to the fact that several consumers
and/or potential consumers are simultaneously on the same spot either
consuming, purchasing, or planning to purchase the service. The consumers
influence both the accessibility of a service and the communication about the
service, and their influence can be either desirable or undesirable. For instance,
consumers may cause queues in a bank which cause the quality of the bank's
services to deteriorate. (GrOnroos 1978 pp.596-597)
Finally, the product in a service industry is “a service”. It has the specific
nature of services, that is, intangibility, separability, perishability and
heterogeneity. Therefore, the product mix in services marketing requires
different product management from the product mix in traditional marketing. In
order to develop a service offering, it is worth understanding some factors that
affect the planning of service offerings. These factors are:
The accessibility of services 
The human resources 
Auxiliary services
Intra-corporate element of the service
Hence, marketers have to recognise another important factor, which is 
consumer* behaviour. It is important to consider their participants in order to be 
able to offer a service quality that will satisfy them.
2. PRICE
Price is a key element of the marketing mix of a service, although the 
way to price a service is different from pricing goods (Ennew et al. 1993 p.112);
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as Schlissel and Chasin (1991) said, "Services cannot be priced as goods are 
priced because of their differing characteristics". (p.271). Price must be acceptable 
to target customers and it must reflect the other components of the mix 
accurately (Woodruffe 1995 p. 138). The price acts in a variety of ways. It 
attracts revenues to the business. Pricing decisions are significant in 
determining the value for the customer and play a role in the building of an 
image for the service. The price of the service is the value attached to it by the 
service provider and it must correspond with the customer’s perception of 
value. In other words, price also gives a perception of quality (Woodruffe 1995 
p.138). That is, if the service is priced at too high a level, it will be seen as poor 
value for money by customers who will not buy it. On the other hand, if the price 
is too low, the service may be perceived as inferior in quality. Many service 
providers offer a range of services at various price levels to meet the needs of 
different target segments who have different levels of spending power. Airlines, 
for example, offer business class and economy class travel. Therefore, price 
can be used as a competitive tool which could be used to exploit market 
opportunities (Payne 1993 p.136; Malcolm Huges: Ennew et al.1993 p.114). 
Service firms, at least within deregulated markets, need to use pricing more 
strategically to help gain competitive advantage.
However, there are many factors influencing the price such as the type 
of organisation, the structure of the market, and the life cycle stage of the 
service (Woodruffe 1995 p. 138). Pricing decisions have an impact on all parts 
of the supply/marketing channels i.e. suppliers, sales people, distributors, 
competitors and customers. Pricing decisions for services are particularly
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important given the tangible nature of the service. That is the price signals to 
customers the quality of the service that they are likely to receive.
Price is also the first variable in the marketing mix to stimulate demand 
during periods of excess capacity and in lowering it during periods of insufficient 
capacity. Lovelock (1984) also agrees that "Price" is often the first variable to 
be considered by marketers for bringing demand and supply into balance. 
(Lovelock 1984 p.24-27)
Strategic marketing issues which include market segmentation and 
product differentiation also affect service pricing. Pricing has a part in any 
strategy as one variable in a marketing mix created to appeal to a target 
segment. Whether price can also be free from competitive constraints depends 
on differentiating the service offering in some manner that is significant to the 
consumer and is likely to influence his decision to buy.
Service characteristics also affect pricing and profits. In addition to 
intangibility, other factors are:- i) simultaneous consumption and production, ii) 
non-standardisation, iii) the identification of service with its producer, and iv) 
perishability. Intangibility makes absorption and cost-plus pricing approaches 
rather ineffective for any firm that has a profit-maximising goal. Simultaneous 
production and consumption may not directly affect the selling price but has a 
significant potential for affecting costs through the remixing process (that is, the 
redesign process of a service product). Since services are perishable, this has 
serious implications for marketers and their pricing practices. Once produced 
and consumed, the service must be produced again should it be needed 
because there is no inventory. If a sale is not made, the revenue is lost.
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To sum up, pricing is an important element in the service marketing mix.
It reflects the value attached to the service by the service provider and it must
correspond to the customer’s perception of value. There are various factors
which influence the pricing strategy:
The Organisation’s objectives
The Service life cycle
The Balance of demand and supply
The Structure of the market e.g. market segmentation
The Characteristics of a service i.e. intangibility, perishability, heterogeneity,
and inseparability.
3. PROMOTION
Promotion is used to communicate information about goods and 
services to target market audiences thereby facilitating the exchange process. It 
is sometimes argued that effective marketing - offering the right service, at the 
right price, in the right locations, to meet target customers’ needs and wants - 
should not require extensive promotional activity, as the products or services 
will sell themselves (Woodruffe 1995 p.149). However, in practice it is difficult to 
imagine a situation where some element of promotion is not required to inform 
the customer of the organisation’s existence or about the offering itself, even if 
this is simply by word of mouth. Therefore, promotion plays an important role in 
informing, educating, persuading and reminding customers. This role is even 
more important in services where there is a high degree of intangibility as there 
is no physical product or packaging to attract potential customers’ attention 
(Payne 1993 p. 150; Palmer 1994 p. 171; Ennew et al. 1993 p.96).
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The promotion mix refers to the combination of channels that an 
organisation uses to communicate with its target markets (Palmer 1994 p.279). 
It traditionally includes various methods of communication in order to inform 
customers of the benefits of services. The model of the communication process 
is shown in the figure 2-5 below.
Figure 2-5 : A model of the communication process
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Source : Cravens & Woodruff 1986 p.511
The promotion mix normally consists of advertising, sales promotion, 
public relations and personal selling (Kotler 1988, Palmer 1994, Cravens and 
Woodruff 1986). Palmer (1994) mentioned that while the promotion mix for 
goods may appear similar to the mix for services, in the promotion of services, 
emphasis often needs to be placed on increasing the apparent tangibility of a 
service. In the case of services marketing, production personnel can 
themselves become an important element of the promotion (Palmer 1994
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P.33).
Advertising is mass, paid communication which is used to transmit 
information, develop attitudes and induce some form of response on the part of 
the audience; it seeks to bring about a response by providing information to 
potential customers, by trying to modify their desires and by supplying reasons 
why they should prefer that particular service (Palmer 1994 p.282). At present, 
financial services tend to concentrate on advertising in order to not only gain 
customers but also to differentiate themselves due to considerable competition 
in the industry. The detail of advertising therefore will be discussed further in 
chapter 3.
Sales Promotion involves those activities, other than advertising, 
personal selling and public relations, that stimulate customer purchase and the 
effectiveness of intermediaries. Although it can be used to create awareness, 
sales promotion is usually used for the later stages of the buying process, that 
is to create interest, desire and to bring about action (Woodruffe 1995 p. 158; 
Palmer 1994 p.289). Sales promotion tools include free samples, money-off 
coupons and special offers, competitions, free gifts and other incentives. Sales 
promotions should be regarded as tactical methods of stimulating sales over a 
period whilst a particular promotion is running. They should not be used to 
replace other elements of the promotional mix since their effects will not have 
longer-term impact on customers (Woodruffe 1995 p.159; Marsh 1992 p.115).
Public Relations is an indirect promotional tool whose role is to establish 
and enhance a positive image of an organisation and its services among its 
various publics. It is defined by the Institute of Public Relations as “the
73
deliberate, planned and sustained effort to establish and maintain mutual 
understanding between an organisation and its publics” (Palmer 1994 p.297). 
The major advantage of public relations is that it tends to be much cheaper in 
terms of cost per person reached than any other type of promotion. It can be 
targeted to a small, specialised audience if the right media choice is used. 
However, the organisation or company can exercise little direct control over 
how its activity is presented (Woodruffe 1995 p. 158).
Personal Selling takes many forms but consists of the seller engaging in 
some kind of personal contact with the customer in order to persuade them to 
make a purchase. It differs from advertising in that it is usually face-to-face or 
by telephone (Woodruffe 1995 p. 157). It is used to get more information across 
than an advertisement can do. It is widely used now in the financial services 
sector since customer need to ask may questions about service offering. 
However, the disadvantage is that there is high cost per contact as well as in 
setting up and training a sales representative (Payne 1993 p. 156).
Direct marketing is a new promotional tool which has grown considerably 
during the last decade, particularly by financial services institutions in the UK 
(Ennew et al. 1995 p. 130). It is described by the US Direct Marketing 
Association as an interactive system of marketing which uses one or more 
advertising media to effect a measurable response and/or transaction at any 
location (Ennew et al. 1995 pi 30). It aims to create and exploit a dialogue 
between the service provider and the customer and offers several potential 
benefits; such as targeting precision, testing (markets, offer, services, timing, 
creative, format), being measurable and accountable, providing new distribution
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channels and support for existing channels, the control of timing, advertising 
cost effectiveness, more effective segmentation, and being invisible to 
competitors. Meidan (1996) comments that it is likely to replace the use of 
mass media as the major vehicle for marketing campaigns (p. 16). Banks place 
a greater value on direct marketing for cross-selling and encouraging existing 
customers to trade up (Ennew et al. 1995 p. 131). Building societies also stress 
cross-selling but less strongly than banks. They found that it is useful for 
retaining existing customers. Insurance companies also use direct marketing for 
lead generation and selling to new prospects (Ennew et al. 1995 p. 131). There 
are many approaches of the direct marketing media; that are direct mail, leaflet 
inserts, door-to-door leaflets, telephone marketing etc. Direct mail is widely 
used nowadays aiming to offer financial products, which are relatively complex 
and often difficult to understand (McGoldrick and Greenland 1994 p.246) and to 
influence the buying decision without face-to-face meeting (Ennew et al. 1995 
p. 185). It had a tremendous impact on financial services marketing, for 
example, it is possible to change market targets at short notice, it generally 
enhances customers' awareness, and it is possible to predict response rates 
and match costs (Meidan 1996 p. 179). Though it seems to be more cost 
effective than other mass media, it requires a considerable care in selecting the 
target group of consumers and the quality of the consumer database.
This section shows that there are various promotional tools. Advertising 
is the main element of promotion mix. Sales promotion, public relations, 
personal selling, and direct marketing are additional methods that could be 
used in the promotion mix to persuade customers to buy a product and to hold
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their attention as customers. However, advertising still has an important part to 
play in demystifying the activities of financial institutions and it has been used to 
differentiate them (Burton 1994 p.1). This will be discussed in detail in Chapter 
4.
4. PLACE (OR DISTRIBUTION)
Most producers of physical goods do not sell directly to their end 
consumers in today's market (Woodruffe 1995 p. 166). They can choose where 
to produce the goods, basing their decision on lower labour costs and other 
considerations, and choose which markets to sell the goods in and how to get 
the goods to the consumers. The inseparable nature of services means that 
such a range of choice is not open to service providers. In many instances, the 
quality and value associated with a service are dependent on the interaction 
between the service provider and the consumer at the point of exchange 
(Payne 1993 p. 144).
The distribution of the marketing mix is concerned chiefly with two main 
issues: accessibility and availability. That means the service must be accessible 
to customers and potential customers in order for exchanges to take place. It is 
also essential that the service be available to customers - in the right place at 
the right time. Therefore, service marketers need to take distribution into 
account in order to determine service location and channels as a distribution 
strategy (Woodruffe 1995 p166; Palmer 1994 p.215; Payne 1993 pp.144-149).
"Location" is concerned with the decisions a firm makes about where its 
operations and staff are situated. Rathmell (1974, p. 104) refers to "Location" as
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the distribution of people and facilities prepared to perform services. The 
importance of location for a service depends upon the type of service and 
degree of interaction involved. (Payne 1993 p. 144). Cowell (1984 p. 199) has 
formulated some key questions which companies need to address when 
considering location.
1. What does the market require ?
2. What are the trends within the sector of service activity in which the 
service organisation operates ?
3. How flexible is the sen/ice ?
4. Does the organisation have an obligation to locate in convenient sites?
5. What new systems, procedures, processes and technology can be 
hamessed to overcome the weaknesses of past location decisions ?
6. How critical are complementary services to the location decision ?
(Woodruffe 1995 p. 167; Payne 1993 pp. 145-146)
"Channel" refers to who participates in the service delivery in terms of 
both organisations and people (Payne 1993). Rathmell (1974 p. 104) refers to 
"Channel" as a network designed to deliver services to the ultimate consumer 
or industrial user. There are normally three kinds of participants: the service 
provider, intermediaries and customers. The channel options for services are 
Direct sales. Agent or broker. Sellers' buyers' agents or brokers, and 
Franchises and contracted service deliverers as shown in the figure 2-6.
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Figure 2-6 : Channel options for service companies
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Source : Payne 1993 p. 147
However the choice of both distribution and channels for services largely 
depends on the particular requirements of the market and the nature of the 
service itself. Since services are not homogeneous, this is reflected in the 
choice of intermediaries (Palmer 1994 p.226). While some services can be 
handled by a large number of intermediaries, others cannot easily be dealt with 
by intermediaries at all.
In a service organisation, especially a retail bank, distribution of services 
can be within geographical areas as well as nationally or internationally spread. 
Banks provide a wide range of services to individuals and organisations. 
Current accounts, deposit accounts, credit, financial advice, estate planning,
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capital loans, are some of the products available and of course many users 
deal directly with the bank. But the use of intermediaries too is common. For 
example, credit may be handled through middlemen like retailers and finance 
houses. Credit cards are now widely used and the bank may act as a clearing 
house between the seller accepting a credit card for payment and the credit 
card company itself which processes the credit slips. (Cowell 1991 p. 186)
The nature of financial services has a significant effect on the way they 
are distributed (McGoldrick and Greenland 1994 pp.4-6). Selling services is a 
very different affair from selling packaged grocery products (Mclver and Naylor 
1980 p. 109). The customer's needs and motivations are likely to be more 
complex and his or her ability to assess alternative courses of action without 
professional assistance is likely to be more limited, than those with regard to 
products (Mclver and Naylor 1980 p. 109). In banking, as services are 
intangible, sales and promotional efforts also need to concentrate on their 
benefits of their usage to consumers. The need for a direct channel of 
distribution has led to the development of the branch concept. This is in marked 
contrast to the lengthy chain of distribution used by some producers of 
consumer goods.
In many service industries the actual service is inseparable from its 
supplier - for example, financial advice - so that personal sale is the only 
feasible method of distribution (Marsh 1992 p. 154). Traditionally, account 
opening procedures and the sanctioning of credit required personal contact 
between bank staff and prospective customers. As methods of prospective 
customer identification have improved, the separation of the service from the
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supplier has become a viable proposition, for example, the use of ATMs to 
service customers' day-to-day account needs.
A special characteristic of banking services is that they form the basis of 
an ongoing relationship between supplier and customer - markedly different 
from the buying of most consumer goods. The service quality is paid attention 
to both personal and corporate customers. Therefore, better knowledge of 
customer needs and a more sophisticated marketing orientation have led to the 
updating and streamlining of distribution systems in banks.
To summarise, distribution decisions refer to the ease of access that 
potential customers have to a service. They can involve a decision regarding 
the physical location and decisions about which intermediaries to use in making 
a service accessible to consumers. However, the nature of a service must also 
be considered when selecting a suitable distribution strategy.
5. PEOPLE
In today’s competitive environment, organisations in all industries have 
been forced to realise the importance of customer care and its key role in 
strategy. Nowhere is this more vital than in services marketing. Consumers are 
becoming increasingly sophisticated in terms of their expectations and make far 
greater demands of those organisations which serve them. Quality is judged by 
standards of service and the role of the employee in service organisations is 
critical in maintaining quality standards.
“People” as the fifth element in the services marketing mix applies not 
only to service personnel, but also recognises the role that the customers play
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in service delivery (Payne 1993 p. 174; Palmer 1994 p.35; Woodruffe 1995 
p.177). Therefore, personnel are key to the creation of the service and its 
delivery to the consumer in a consistently acceptable fashion. Services 
represent personnel producing intangible deeds or efforts. Customers identify 
and associate the traits of service personnel with the firms they work for.
This element becomes a significant part of the marketing mix for
services because the people involved in the process of delivering a service can
define the service and customers' perceptions of it. Therefore, management
must define the role expectations of employees and support this idea with
training. Normann (1984) also agrees with the idea of training people. He said:
"Proper training of service personnei is vital to the success of ail 
service organisations. In the best service companies, internal 
training programs fulfil a precise and well-understood purpose 
related to the firm's overall strategy. "
(Lovelock 1988 p.305)
Hence, Meidan (1996) also agree and suggests that financial advisers are 
trained to understand and appreciate customers’ problems and plans, and how 
to make the most of customers’ changing personal circumstances in order to be 
effective in distribution and selling (pp. 197-198).
Proper training is becoming an important part of the service sector 
because service companies are beginning to understand the significance of the 
relationship between the service provider and the customer where they have 
direct contact with each other in the service area (Payne 1993 p. 174). As a 
result, service marketers have to know how to assure the quality of service. 
Normann (1984) suggested that contact staff should be able to use their
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discretion as creatively as possible; that is, improve their ability to solve 
problems and to treat each situation in a customer-oriented way.
Education is one way to improve staffs ability. People can learn the 
"technical skills" which are needed in the particular business e.g. accounting 
systems in hotels. However, Normann (1984) mentioned that there are also 
"interactive skills" that can be taught. Some companies use role play, creativity 
techniques and conflict simulation as educational tools. In many working 
sections, it has been popular to teach both concrete technical skills and various 
ideas and techniques to improve self-insight and to change attitudes, especially 
in interpersonal relations. Normann (1984) suggested that long-term 
effectiveness is best served by a combination of "personal growth technique" 
and "behaviour modelling" inputs complementing each other, but perhaps with 
the emphasis on one or the other depending on the particular business and 
personnel category involved (Lovelock 1988 p.305-309; Payne 1993 pp. 174- 
178).
Training seems to be an instrument available to improve the 
effectiveness of the employees' personal growth. It helps to educate employees 
and to instil values into them, and to focus their attention on their being crucial 
to the success of the business.
To sum up, the fifth element, “People”, play an important role in services 
marketing. Both customers and employees form a significant part of the service 
itself. Training and education help to improve the quality of staff and thereby, 
customer service.
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6. PHYSICAL EVIDENCE
The physical evidence component refers to the environment in which the 
service is delivered and the tangible items which are associated with that 
service (Palmer 1994 p.130; Mag rath 1986 p.48). The need for physical 
evidence within the marketing mix arises directly from the typically intangible 
nature of the service. Services which are highly intangible, however, such as 
consultancy and financial services are more difficult for the consumer to 
assess. It is difficult for consumers to make judgements relating to the quality 
and value of a service because of the absence of actual products (Woodruffe 
1995 p. 187).
It is generally recognised that physical evidence can be subdivided into 
two components; peripheral evidence which can be possessed by the 
consumer but has little independent value e.g. a cheque book, and essential 
evidence, which cannot be possessed by the consumer but has independent 
values e.g. a bank branch. The provision of physical evidence is likely to be 
most obvious in the "Product" and "Place" components of the marketing mix, 
although "Promotion" can play an important role in creating a tangible image for 
the service and the organisation. (Ennew et al. 1993 pp.11-12)
The need for physical evidence is particularly significant in the context of 
promotion. The particular problem facing suppliers of financial services is that 
they do not have a physical product to present to consumers; the task of 
promotion then focuses on developing a message and a form of presentation 
which allows the organisation to present, using promotional tools, a product 
which is essentially intangible. The appropriate combination will vary according
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to the type of market in which the organisation operates, with the most marked 
differences being observed in the promotional mixes for corporate and personal 
customers. A particular feature of advertising and promotion in the financial 
services sector has been the use of tangible representations of the product 
where appropriate or the use of tangible associations for the product.
Physical evidence has an important role to play in creating clear 
corporate identity. While customer perceptions of the character of an 
organisation are seen to be of increasing importance in the marketing of both 
products and services, their significance in relation to services is considerable. 
In the financial services sector, it is widely recognised that consumer reactions 
to the organisation are critical in terms of their perceptions of service quality 
(Woodruffe 1995 p. 188).
To summarise, physical evidence would play an important role in 
marketing in financial services industry, especially in the advertising mix 
because it helps to create corporate image and identity of a service. This will be 
discussed in detail in Chapter 4 when advertising and its communication 
process is explored.
7. PROCESS MANAGEMENT
Pure services are defined more appropriately in terms of their production 
processes rather than their tangible outcomes. Whereas the process of 
production is usually of little concern to the consumer of manufactured goods, it 
is often critical to the consumer of ‘high-contact’ services, who can be seen as a 
co-producer of the service. Customers of a bank are deeply affected by the
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manner in which staff serve them and the amount of waiting involved during the 
production process. A clear distinction cannot be made between marketing and 
operations (Palmer 1994 p.35).
Process is concerned with the functional aspects of service delivery such 
as queuing systems, timeliness and quality of delivery (Woodruffe 1995 p. 187). 
The process component focuses on the mechanisms by which the service is 
delivered, including business policies for service provision, procedures, degree 
of mechanisation etc. The emphasis on process arises from several sources. 
Firstly, the heterogeneity of services raises the issues of quality management 
control. Secondly, inseparability suggests that the process of providing the 
service may be highly visible to the consumer and will need to be flexible 
enough to accommodate potential demand variations. Thirdly, the intangibility 
of services means that the process by which the service is provided will often 
be an important influence on the consumer's assessment of service quality 
(Ennew et al. 1993 p.13). In other words, process management assures service 
availability and consistent quality, in the face of simultaneous consumption and 
production of the service offered. It also helps to balance service demand with 
the service supply. (Magrath 1986 p.48)
In this chapter the environment and the nature of financial services have 
been examined. There are four special characteristics of a service that make it 
different from a product. That are intangibility, inseparability, perishability, and 
heterogeneity. Therefore, the 7P’s is a significant marketing mix in managing a 
service. These mixes are Product, Price, Promotion, Place, People, Physical
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Evidence and Process Management. Each mix has been examined in order to 
show how it performs in a service industry, particularly in financial services. 
Each mix performs its function and aim in offering a service with service quality. 
This means not only the quality of product but also the quality of other mixes. 
Price must correspond to customers’ perception of value since it reflects the 
value of a service. Place or distribution choices must be made to provide 
service accessibility to customers. Staff training and good customer service is 
also important in achieving quality. Physical evidence provides a tangible frame 
of reference of the service to customers. Process acts as linkage of each mix in 
delivering service to customers. Hence, promotion, especially advertising, must 
deliver the message customers expect to receive through a service. Customers 
should be informed about a service : what the service is, where they can get it, 
what its price is, who should be contacted to get the service, what the related 
components of the service are e.g. cheque book, and how the service is 
delivered.
This implies that services marketing is appropriately applied in financial 
services industry. It requires the 7P’s because of the nature of financial services 
which is different from manufactured products. The role of marketing in 
protecting the customer base has become exceedingly important to traditional 
financial institutions, partly because of the keen competition and partly because 
of the need to compensate for narrower lending spreads by selling more 
services per customer in general. Therefore, the new approach as relationship 
marketing is emerged aims to retain and develop customers. It is generally 
accepted that consumers are becoming much more knowledgeable about value
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and their expectations of quality are increasing. With the deregulation of 
financial areas, the consumers of the late 1990s will be faced with a myriad of 
banks, building societies, and others offering personal finance. A distinction 
between them will be drawn not through the products offered but principally 
through the quality of their service. Theoretically, each mix performs its function 
to attain service quality. There is much evidence showing that quality is an 
important element in services marketing, which is going to be discussed in the 
next chapter. The Gap Analysis theory will then be examined to show that 
advertising as a promotional tool plays an important role in marketing 
communication in the financial services. If there is an advertising problem as is 
shown in this thesis, it can cause poor service quality in the financial services 
industry.
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CHAPTER 3 
SERVICE QUALITY OF FINANCIAL SERVICES
3.1 THE IMPORTANCE OF SERVICE QUALITY
3.2 THE GAP ANALYSIS THEORY
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In this chapter, the content will be divided into two main parts. The first 
part examines the importance of service quality. The second part examines the 
Gap Analysis Model in order to learn what can cause poor service quality or a 
service quality gap. The concentration will be on the area of communication in 
which service quality gap arises.
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3.1 THE IMPORTANCE OF SERVICE QUALITY
Financial service organisations have applied services marketing to 
respond not only to customer needs, attitudes and behaviour but also to other 
environmental factors such as economic, political, legislative and technological 
to gain service quality as discussed in Chapter 2. The attainment of quality in 
services has become a pivotal concern since the 1980s (ZeithamI et.al 1996 
p.31; Payne 1993 p.214; Lewis 1989 p.4). It is interesting to examine why 
service quality is important to the financial services. Many analyses suggest 
that the changing environment of service industries and the nature of services 
increase the importance of service quality (ZeithamI et.al 1996 p.31; Woodruffe 
1995 p. 105; McGoldrick and Greenland 1994 p.266; Lewis 1994 p.267; 1993 
pp. 19-25, 1989 pp.4-12; Palmer 1994 p.173; Cronin and Taylor 1992 p.55; 
Smith 1990 p.27; Gronroos 1988 p.11; Berry 1980 p.24).
The present emphases on the service encounter and in particular the 
contribution to be made by service providers in enhancing and maintaining 
service quality arises from recent environmental trends. This is concerned with
(i) technology, (ii) the competitive environment, and importantly (iii) consumer 
awareness and expectation.
(i) The advance in technology can make a major contribution in the delivery of 
quality service, but is an area of debate. New technology can be seen as an 
opportunity to increase level of customer service through customer 
convenience which helps to gain service quality as its consequence. However it 
is also accepted that technological developments such as electronic banking 
make banks more impersonal, and less personal contact may well mean less
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customer loyalty. Nevertheless, technology is frequently the primary vehicle for
delivering a service. Customers are concerned about the quality of banks'
services and convenience. They wants both personal service as well as an
enhanced environment and technological efficiency.
“customers are friendly, courteous, knowledgeable staff as a vital 
ingredient in successfui service...a balance between the personal 
touch of the old corner shop and the efficiency and pleasant 
environment of today’s outiet is what customers want”
(Lewis 1989 p. 5)
(ii) Due to strong competition in the environment of services industry, the most 
recent trend is to consider quality service as the critical focus in determining a 
competitive edge. The attention that service marketer are giving to service 
quality is to achieve a differential advantage over their competitors, (Woodruffe 
1995 p. 104; Palmer 1994 p. 173) which includes new operators, such as Tesco, 
and Sainsbury’s. An analyst said: "the decision to improve service was 
prompted by the threat of competition from new operators” (Marketing 16 Jan 
97 p. 16). Quality has become a major strategic variable in the battle for market 
share (Lewis 1989 p.5).
(iii) The importance of quality is also affected by the changing of consumer 
awareness and expectation of services. In recent years a major concern for all 
organisations and in particular those in service industries, is the consideration 
of customer needs in relation to service levels (McGoldrick and Greenland 1994 
p.266). Consumers are increasingly aware of the alternatives on offer and rising 
standards of service (Lewis 1993 p.22). It is generally believed and accepted 
that consumers’ expectations of quality are increasing, and that consumers are
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getting increasingly critical of the quality of service they experience (Lewis 1993 
p.22, 1989 p.4). Expectations relate to elements of the services marketing mix 
which are those that are extended in the services sector to include “physical 
evidence”, “process management” and “people”. They could affect service 
quality. The physical environment, such as a bank office, is included as part of 
a service therefore it must be good quality. The process management is critical 
since employees may get blamed and consumers perceive poor service quality 
if management is poor. The service personnel are integral in the production of a 
service, although their degree of contact with customers will vary, all play a vital 
contribution in the delivery of quality service.
The nature of services can have an impact on quality issues because its 
nature could make services more difficult to evaluate than goods and can 
present quality problems (Meidan 1996 p. 17; Lewis 1989 p.4; LeBlanc and 
Nguyen 1988 p.8). The intangibility of services cause difficulty for service 
quality to be measured and assessed. Where an entity is dominantly intangible, 
the customer will place reliance on peripheral tangible cues (ZeithamI et.al 1985 
p.42). Tangible cues or the image are therefore offered to customers as an 
important service quality element of financial services, such as banking (Smith 
1990 p.26). The impressions need to be created in the mind of clients, 
especially those of the investment, banking and professional services. They 
need to be reassured by service firms which share or are sensitive to their 
values, personal goals, etc. This point appears to be of particular relevance to 
the small business - bank relationship (Smith 1990 p.26). The inseparability of 
the service itself from the service provider highlights the role of people in the
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service transaction and their influence on quality levels (Woodruffe 1995 
p. 105). The quality of service is as important as the quality of the service 
provider (Smith 1990 p.27). The heterogeneous nature of service affects 
unrepeated action to a service. Heterogeneity of services makes it difficult to 
achieve standardisation of output in services (Cowell 1991 p.25). Consumers 
perceive greater risks when buying services than when buying products. The 
problems encountered in controlling quality levels can therefore be considered 
to be greater in service than in goods industries (Smith 1990 p.29). Reliability is 
then the most critical factor in predicting overall quality measures. The 
perishability of service can lead to customer dissatisfaction if demand cannot 
be met (Woodruffe 1995 p. 105). The perishability of services may be 
aggravated by fluctuating demand which may in turn cause poor service quality 
(Smith 1990 p.31). Management of supply and demand levels is therefore a 
major task of service marketers. Banking, as a service, has a narrow demand 
fluctuation over time, in terms of supply constraints, and peak demand can 
usually be met without a major delay.
This implies that the service quality increases its importance because of 
the environmental change and the nature of services. Quality is being seen as 
an increasingly important element in defining a service offer. It is a significant 
basis which customers use for differentiating between competing services. For 
services, quality can normally only be assessed once a service has been 
consumed. For this reason, the purchase decision process for a service usually 
involves more risk than in the case of a product.
A difficulty in defining service quality lies in the importance that
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customers often attach to the quality of the service provider as distinct from its 
services. Quality and its requirements are not easily articulated by consumers in 
the financial services industry. Service marketers have to define quality in the 
same way the customers do in order to protect wrong actions that might be 
taken in the service quality programmes (Gronroos 1990 p.11). Service quality 
is of crucial importance to both customers and service providers. It can be 
defined only by customers and occurs where an organisation supplies services 
to a specification that satisfies their needs (Palmer 1994 p. 174). Szmigin (1993 
pp.7-8) suggested that quality may be implied through the tangible elements of 
the service largely the physical environment; it can be perceived through 
contact with personnel, their attitudes and behaviour; and perceived quality may 
be derived from the service encounter or the actual process of buying the 
service. Many analyses of service quality have attempted to distinguish 
between objective measures of quality and those which are based on the more 
subjective perceptions of customers (Woodruffe 1995 p. 105; Palmer 1994 
p. 174). Swan and Comb (1976) identified two dimensions of service quality. 
There is “instrumental” quality describing the physical aspects of a service, and 
“expressive” quality, relating to the intangible or psychological aspects. An 
interesting study is by Gronroos (1982 p.35, 1984 pp.38-40, 1990 p.40), which 
has been used by many authors (Palmer 1994; Payne 1993; Szmigin 1993 
pp.8-9; Collier 1990; LeBlanc and Nguyen 1988 p.9), identified that the total 
quality of a service is a function of three different components : corporate 
image, technical quality, and functional quality. The service has to be 
technically acceptable. Technical quality refers to the relatively quantifiable
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aspects of a service. It refers to what the consumer receives as a result of his 
interactions with a service firm, that is important to him and to his evaluation of 
the quality of the service, and can be called the technical quality (LeBlanc and 
Nguyen 1988 p.38). It can be easily measured by both customer and supplier, 
for example, a safe deposit box in a bank. Since services involve direct 
consumer-service provider interaction, customers are also influenced by how 
the technical quality is delivered to them. That is defined as functional quality, 
for example, how the safe deposit service is rendered. The functional quality 
corresponds to the expressive performance of a service (LeBlanc and Nguyen 
1988 p.38). It cannot be measured as objectively as technical quality. It is 
perceived in a very subjective way. Corporate image is vital to the service firm 
because a service customer will judge the quality and nature of the service he 
is to purchase on the basis of both technical and functional quality. In most 
cases, consumers are able to see the firm and its resources during buyer-seller 
interaction. Corporate image is of utmost importance to most service firms. It is 
the result of how the consumers perceive the firm. However the most important 
part of a firm, which its customers see and perceive is its services. Therefore, 
the corporate image can be expected to be built up mainly by both the technical 
and functional qualities of its services, although there are other factors which 
also may influence the image, but they are normally less important (LeBlanc 
and Nguyen 1988 p.39). One may choose between two types of such factors: 
external factors, such as word-of-mouth, and on the other hand, marketing 
activities, such as advertising, pricing and public relations. For example, when a 
service firm wants to inform new target markets about its image, advertising can
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be the most effective means of doing so (Gronroos 1984 p.41). Therefore, the 
service business must not only be good, it must look good (Gronroos 1982 
p.35). It is important to recognise all three quality components because if not, 
the resources when planning the interactive marketing function (that is the 
function that operate the interactions between buyer and seller) may easily be 
developed only in order to guarantee good technical quality. This may lead to 
production-oriented operations and dissatisfied customers (Gronroos 1982 
p.35).
If quality is defined as the extent to which a service meets customers’ 
requirements, the question remains of identifying just what those requirements 
are. Many conceptualisations of service quality therefore begin by addressing 
the abstract expectations that consumers had in respect of service quality 
(Palmer 1994 pp. 174-175). Consumers subsequently judge service quality as 
the extent to which perceived service delivery matches up to these initial 
expectations.
Typically, the services sector is an industry that requires high consumer 
involvement in the consumption process. Therefore the perception of the quality 
of service offerings is very important (Gronroos 1984 p.38). Quality evaluations 
involve outcomes and processes because service quality is produced in the 
interaction between customers and elements in the service organisation.
Service quality is difficult to evaluate because of its nature. When 
purchasing services, fewer tangible cues exist. In most cases, tangible 
evidence is limited to the service provider's physical facilities, equipment, and 
personnel. In the absence of tangible evidence on which to evaluate quality,
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consumers must depend on other cues. Since the service is intangible, a firm 
may find it more difficult to understand how consumers perceive services and 
service quality. Gronroos mentioned that when a service provider knows how 
the service will be evaluated by the consumers, marketers will be able to 
suggest how to influence these evaluations in a desired direction. 
(Parasuraman, ZeithamI and Berry 1985 p.42)
In order to be certain that service quality meets consumers’ expectation, 
it is essential for marketers to measure whether the service has the qualities 
that the consumer would perceive of the service. There are various criteria to 
be measured depending on the objective of the evaluation of service quality. 
Gronroos (1990 pp.46-48) suggested that the six criteria of good perceived 
service quality can be a guideline. They are shown in the figure 3-1 below.
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Figure 3-1 : The Six Criteria of Good Perceived Service Quality
(1) Professionalism and skills
The customer realise that the service provider, its employees, operational systems, and 
physical resources, have the knowledge and skills required to solve their problems in a 
professional way.
(2) Attitudes and Behaviour
The customers feel that the service employees (contact persons) are concerned about 
them and interested in solving their problems in a friendly and spontaneous way.
(3) Accessibility and Flexibility
The customers feel that the service provider, its location, operating hours, employees, 
and operational systems, are designed and operate so that it is easy to get access to the service, 
and so that they are prepared to adjust to the demands and wishes of the customer in a flexible 
way.
(4) Reliability and Trustworthiness
The customers know that whatever takes place or has been agreed upon, they can rely 
on the service provider, its employees and systems, to keep promises and perform with the best 
interest of the customers at heart.
(5) Recovery
The customers realise that whenever something goes wrong or something unpredictable 
unexpectedly happens the service provider will immediately and actively take actions to keep 
them in control of the situation and find a new, acceptable solution.
(6) Reputation and Credibility
The customers believe that the operations of the service provider can be trusted and 
gives adequate value for money, and that it stands for good performance and values which can 
be shared by customers and the service provider.
Source : Gronroos 1990 p.47
The professionalism and skills, is outcome related and thus a technical 
quality dimension. Reputation and credibility, is image related, thus fulfilling a 
filtering function. However, the other four criteria, attitudes and behaviour, 
accessibility, and flexibility, reliability and trustworthiness, and recovery are 
clearly process related and thus represent the functional quality dimensions.
The alternative criteria consists of five important aspects of service 
quality that are perceived by customers (No author 1994 p.38; Berry and
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Parasuraman 1991 p.16). They are:-
(1) Reliability the ability to provide what is promised dependably
and accurately.
(2) Assurance the knowledge and courtesy of employees, and
their ability to convey trust and confidence.
(3) Tangibles the physical facilities and equipment, and the
appearance of personnel.
(4) Empathy the caring and individual attention provided to
customers.
(5) Responsiveness the willingness to help customers and provide
prompt service.
Explication and measurement of quality also present problems for 
researchers. Research has demonstrated the strategic benefits of quality in 
contributing to market share and return on investment. Delivering high service 
quality produces measurable benefits in profit, cost savings, and market share. 
Therefore, an understanding of the nature of service quality and how it is 
achieved in organisations has become a priority for research. Few researchers 
have attempted to define and model quality because of the difficulties involved 
in delimiting and measuring the construct. Some people believe that efforts in 
defining and measuring quality have come largely from the goods sector. 
However, knowledge about goods quality is insufficient to understand service 
quality since services have special characteristics described above: intangibility, 
heterogeneous, inseparable, and perishability. (Parasuraman, ZeithamI and 
Berry 1985 p.41 ; ZeithamI, Berry and Parasuraman 1988 p.35)
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Some researchers have argued that quality lies in the parallel between
expectations and performance:
“Service quaiity is a measure of how weii the service /eve/ deiivered 
matches customer expectations. Delivering quality service means 
conforming to customer expectations on a consistent basis"
(Parasuraman, ZeithamI, and Berry 1985 p.42)
To state that the services sector will have to develop service quality to be 
able to compete successfully, is meaningless, unless one can define how 
service quality is perceived by customers and how the service quality can be 
managed by the firm. In consumers' perception, the perceived quality of a given 
service is the outcome of an evaluation process where consumers compare 
their expectations with the service they have (Gronroos 1984 p.38). 
Consumers’ expected service and perceived service will be studied in detail as 
consumer behaviour in Chapter 5. Here, we can only conclude that if 
expectations and perceptions of consumers are not compatible poor service 
quality, or a service quality gap, is created.
This section describes the implications of the concept of quality on 
services. Service quality is of crucial importance to both customers and service 
providers. Organisations are becoming increasingly aware of the importance of 
quality in maintaining competitive advantage. It is important to know that 
consumers are interested in both what they receive as an outcome of the 
production process (or a service), and the process itself. That is they are 
interested in both technical quality (i.e. what the customer gets) and functional 
quality (i.e. how they get it). Therefore, service organisations must control 
quality before and during the service delivery process in order to prevent or
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redress any repercussions that poor quality service might have on the business 
(LeBlanc and Nguyen 1988, pp.7-10). It is also important to consider perception 
of service since it is the result of a consumer's view of a bundle of services, 
some of which are technical and some of which are functional. When these 
perceived services are compared with the expected services, perceived service 
quality exists.
In the next section, the Gap Analysis Theory will be examined in order to 
understand how service quality is applied in marketing services, including 
financial services, and how poor service quality occurs. That is to show how the 
difference between the expected service and perceived service can cause poor 
service quality.
3.2 THE GAP ANALYSIS THEORY
This section examines service quality in greater detail. The Gap Analysis 
model is presented to show various activities of delivering a service from a 
service provider to consumer. It helps to understand how a service is offered to 
consumers and what causes poor service quality.
It is worth carrying out an extensive exploratory investigation of quality in 
service businesses. Parasuraman, ZeithamI and Berry (1985) have investigated 
the concept of service quality. They held focus group interviews with consumers 
and in-depth interviews with executives in four service categories:- retail 
banking, credit cards, securities brokerage, and product repair and 
maintenance. They found that different categories of services exhibited varying 
degrees of difficulty with regard to the evaluation of service quality. An
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important insight obtained from analysing the executives’ responses is this:
“A set of key discrepancies of gaps exists regarding executive 
perceptions of service quality and the tasks associated with service 
delivery to consumers. These gaps can be major hurdles in 
attempting to deliver a service which consumers wouid perceive as 
being of high quaiity. "
(Parasuraman, ZeithamI and Berry 1985 p.44)
The "Gap Analysis" model has been used by many researchers who are 
interested in the quality of services marketing: Berry & Parasuraman 1991 
pp.57-76; Collier 1990 pp.24-242; Gronroos 1990 pp.58-60; Lewis 1993 pp.19- 
25, 1989 pp.5-6; Brown and Swartz 1989 pp.92-98). It is used for analysing 
sources of quality problems and for helping managers to understand how 
service quality can be improved (Parasuraman, ZeithamI and Berry 1985 p.44). 
The gap analysis model is shown in the figure 3-2.
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Figure 3-2 : The Gap Analysis Model
Consumer
Gap 5
Marketer
iGap
Gap 3
Gap 1
Gap 2
: Payne 1993 p.213Source
Past Experience
Expected service
Word of Mouth
External
communications 
to consumers
Personal needs
Perceived service
Service delivery 
(including pre- 
and post-contacts)
Management 
perceptions of 
consumer expectations
Translation of 
perceptions into 
service quality 
specifications
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The model shows how service quality emerges. The upper part of the 
model includes phenomena related to the customer, the lower part shows 
phenomena related to the service provider. The expected service is a function 
of the customer’s past experience and personal needs and of word-of-mouth 
communication. Moreover, it is influenced by the market communication 
activities of the firm. The experienced service which is perceived service is the 
outcome of a series of internal decisions and activities. Management 
perceptions of customer expectations guide decisions about service quality 
specifications to be followed by the organisation, when service delivery takes 
place. The customer experiences the service delivery and production process 
as a process-related quality component, and the technical solution received by 
the process as an outcome-related quality component. Market communication 
can be expected to influence the perceived services as well as the expected 
service.
There are five discrepancies between the various elements, the so- 
called quality gaps. These five gaps occurred in different situations. They are 
the result of inconsistencies of the quality management process. These five 
gaps are:-
Gap1 Consumer expectations - management perception gap 
Gap 2 Management perception - service quality expectation gap 
Gap 3 Service quality specifications - service delivery gap 
Gap 4 Service delivery - external communications to consumers gap 
Gap 5 Expected service - perceived service gap
Gaps 1-4 are shortfalls within the service organisation. The gap 5 is the
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service quality shortfall as seen by the customers. There is a reasonably 
exhaustive set of factors potentially affecting the magnitude and direction of the 
four gaps on the marketer's side of their service quality model (Parasuraman, 
ZeithamI and Berry 1985 p.34). Most factors involve (1) communication and 
control processes implemented in service organisations to manage employees 
and (2) the consequences of these processes (ZeithamI, Berry and 
Parasuraman 1988 p.35). The ultimate gap, that is Gap 5, is a function of the 
other gaps which may occur in the process. Their detail is discussed below. 
However, Gap 4 will be concentrated on since it is concerned with advertising, a 
service communication, which is a problem for the financial services industry.
1. GAP 1
This first quality gap is the difference between consumer expectations 
and management perceptions of consumer expectations. Parasuraman, 
ZeithamI and Berry (1985) argued that many of the executive perceptions about 
what consumers expect in a quality service were congruent with their 
expectations. However, some discrepancies exist between executive 
perceptions and consumer expectations. Management may think that they 
know what consumers want and proceed to deliver this, when in fact, the 
consumer may expect something quite different (Palmer 1994 p. 181), for 
example;
(i) Privacy or confidentiality during transactions emerged as a pivotal quality 
attribute in every banking and securities brokerage focus group. Rarely was this 
consideration mentioned in the executive interviews (Payne 1993 p.218).
(ii) The physical and security features of credit cards generated substantial
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discussion in the focus group interviews but did not emerge as critical in the 
executive interviews.
In essence, service firm executives may not always understand what 
features indicate high quality to consumers in advance, what features a service 
must have in order to meet consumer needs, and what levels of performance of 
those features are needed to deliver a high quality service. This insight is 
consistent with previous research into services, which suggests that service 
marketers may not always understand what consumers expect in a service. 
This lack of understanding may affect the quality perceptions of consumers. 
This gap then will have an impact on the consumer's evaluation of service 
quality. (Parasuraman, ZeithamI and Berry 1985 p.44-45)
Hence, the size of gap 1 in any service firm depends on how well the 
marketing research, upward communication and levels of management 
perform. There are some variables to be considered of their performance as 
shown in table 3-1.
Table 3-1 : Service Quality Management Gap
Theoretical Constructs Specific Variables
Marketing research orientation
Upward communication
Levels of management
Amount of marketing research
Usage of marketing research
Degree to which marketing research focuses on
service quality Issues
Extent of direct interaction between managers 
and customers
Extent of employee-to-manager communication 
Extent to which inputs from contact personnel are 
sought
Quality of contact between top managers and 
contact personnel
Number of layers between customer contact 
personnel
and top managers__________________________
Source : ZeithamI, Berry, and Parasuraman 1988 p.38
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(1) Marketing research orientation
Since marketing research is a key vehicle for understanding consumer 
expectations and perceptions of services, the size of gap 1 should depend 
greatly on the amount of marketing research conducted. Other research-related 
variables include the extent to which research data are used by managers in 
the organisation and the degree to which the research focuses on service 
quality issues. Another factor influencing the degree of marketing research 
orientation is the extent to which top managers interact directly with consumers. 
(ZeithamI, Berry and Parasuraman 1988 p.38)
(2) Upward communication
Upward communication typically provides information to upper level 
managers about activities and performance throughout the organisation. 
Specific types of communication may be relevant to formal tasks (e.g. reports of 
problems and exceptions in service delivery) and informal tasks (e.g. 
discussions between contact personnel and upper level managers). Top 
managers are required to understand the consumers’ needs, which may 
depend largely on the extent and types of communication received from non­
company personnel who represent the company and its service, and from 
customer-contact personnel who can accurately predict consumer expectations 
and perceptions of the service e.g. face-to-face communication is more 
effective than written communication because it uses several communication 
cues. (ZeithamI, Berry and Parasuraman 1988 p.38)
(3) Levels of management
The number of layers of management between customer-contact
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personnel and top managers is also expected to affect the size of gap1. Layers 
of management inhibit communication and understanding because they place 
barriers between senders and receivers of messages. Therefore, the greater 
the number of layers between customer-contact personnel and top managers, 
the larger gap 1 is expected to be. (ZeithamI, Berry and Parasuraman 1988 
p.39)
This implies that the gap between consumer expectations and 
management perceptions of consumer expectations depends on the extent to 
which a company recognises the importance of the consumer (marketing 
research orientation), receives accurate communication about consumers' 
needs (marketing research orientation, upward communication), and places 
barriers between contact personnel and top managers (levels of management).
2. GAP 2
This quality gap is the difference between management perceptions of 
consumer expectations and service quality specifications. This discrepancy is 
predicted to affect the quality perception of consumers. This gap will then affect 
service quality from the consumer's viewpoint. Table 3-2 shows variables that 
affect the size of Gap 2.
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Table 3-2 : Service Quality Management Gap 2
Theoretical Constructs Specific Variables
Management commitment to service quality
Goal-setting
Task standardisation
Perception of feasibility
Resource commitment to quality 
Existence of internal quality programs 
Management perceptions of recognition for 
quality commitment
Existence of a formal process for setting quality 
of service goals
Use of hard technology to standardise operations 
Use of soft technology to standardise operations
Capabilities/systems for meeting specifications 
Extent to which managers believe consumer 
expectations can be met____________________
Source ZeithamI, Berry, and Parasuraman 1988 p.39
There are difficulties experienced in attempting to match or exceed 
consumer expectations. Even if consumer needs are known, appropriate 
specifications may not always be set (Lewis 1989 p.7). It is difficult to establish 
specifications for delivering quick service responses consistently because of a 
lack of trained personnel and wide fluctuations in demand. The planning of 
quality specifications may fail because of lack of true commitment to service 
quality among top management (Parasuraman, ZeithamI and Berry 1988 p.39, 
1985 p.45). The problem may be in the planning process itself. The service 
provider has to feel a commitment to the quality specifications. This has to be 
taken into account in goal-setting and planning routines. Goal setting helps to 
control the performance of both organisations and individuals. It involves 
defining service quality in ways that enable providers to understand what 
management wants to deliver. Goals and specifications should be agreed upon 
by the service providers as well as by the planners and management since 
good planning must be the planning at the top with the collaboration of those
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who actually produce the service (Gronroos 1990 p.61). Companies that have 
been successful in delivering high service quality are noted for establishing 
formal goals relating to service quality, e.g., American Express found after 
analysing customer complaints that timeliness, accuracy and responsiveness 
were the important outputs to be achieved (ZeithamI, et.al. 1988 p.40). The 
planning routines or operation helps to translate managerial perceptions into 
specific service quality standards or task standards effectively. It can be done in 
various ways that are; the substitution of hard technology for personal contact 
and human effort, such as ATM. Hence, the size of Gap 2 is affected by the 
extent to which managers perceive how to meet customer expectations. 
Establishing specifications for delivering a quick response consistently may not 
be feasible for two reasons ; the time required to provide a specific service can 
be difficult to forecast, and skilled service technicians are less available in the 
peak season. Therefore, the greater the management perception that 
consumer expectations cannot be fulfilled, the larger the size of gap 2 will be.
This implies that all four variables, management commitment to service 
quality, goal setting, task standardisation and perception of feasibility - are 
important to service quality. If the perception of consumer expectations of these 
variables are not compatible with those of the service quality specifications, it 
can cause poor service quality (Gap 2).
3. GAP 3
This gap is the difference between the service quality specifications and 
the service actually delivered. Gap 3 exists because high quality service
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performance may not be a certainty even when guidelines exist for performing 
services well and treating consumers correctly. It is the service quality gap from 
the consumer's standpoint. The variables that could effect the size of gap 3 are 
shown in table 3-3 below.
Table 3-3 : Service Quality Management Gap 3
Theoretical Constructs Specific Variables
Teamwork
-Extent to which employees view other employees as 
customers
-Extent to which contact personnel feel upper level managers 
genuinely care for them
-Extent to which contact personnel feel they are co-operating 
(rather than competing) with others in the organisation 
-Extent to which employees feel personally Involved and 
committed
Employee-job fit -Ability of employees to perform job
-Importance and effectiveness of selection processes
Technology-job fit -Appropriateness of tools and technology for performing job
Perceived control
-Extent to which employees perceive they are in control of their 
jobs
-Extent to which customer-contact personnel feel they have 
flexibility in dealing with customers 
-Predictability of demand
Supervisory control 
systems
-Extent to which employees are evaluated on what they do 
(behaviours) rather than solely on output quantity
Role conflict -Perceived conflict between expectations of customers and 
expectations of organisation
* Amount of paperwork needed to complete service 
transactions
* Number of internal contacts that customer-contact people 
must make to complete a service transaction or answer 
customer queries
Role ambiguity -Existence of management policy that conflicts with 
specifications
-Perceived clarity of goals and expectations
* Frequency and quality of downward communication
* Extent of constructive feedback given to contact personnel
-Perceived level of competence and confidence
* Product knowledge of contact personnel
* Product-specific training provided to contact personnel
* Training in communication skills provided to contact personnel
Source ; ZeithamI, Berry and Parasuraman 1988 p.41
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Executives recognise that a service firm's employees exert a strong 
influence on the service quality perceived by consumers and that employee 
performance cannot always be standardised. It also can be referred to as the 
"service performance gap", that is the extent to which service providers do not 
perform at the level expected by management. The employees are unable 
and/or unwilling to perform the service at the desired level, therefore, the 
matching of the employee to the job through selection processes would help 
them to perform the job well (ZeithamI et.al 1988 p.42). Executives consistently 
mentioned in interviews that the pivotal role of contact personnel is what causes 
the service quality problem. (Parasuraman, ZeithamI and Berry 1985 p.45). The 
perceived control is important to employees. If they perceive that they are in 
control of situations they encounter in their jobs, they would be less stressed. It 
would then lead to higher performance. For example, the perceived control can 
be a function of the degree to which organisational rules, procedures, and 
culture, limit contact employee flexibility in serving customers. Hence, the 
performance of the contact employee is monitored through supervisory control 
systems. If the system is in conflict with service or with the quality specification, 
it causes a service quality gap. Moreover, the role in an organisation can 
increase the size of the gap if there is role conflict and/or role ambiguity. The 
role in an organisation represents the set of behaviours and activities to be 
performed by the person occupying that position. The role is defined through 
the expectations, demands and pressures communicated to employees by 
individuals who have a definite interest in how employees perform their jobs. 
When the expectations of these people are incompatible or too demanding,
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employees experience role conflict, the perception that they cannot satisfy all 
the demands of all these individuals. Bloom (1984) found that perceived role 
conflict is positively related to feelings of job-related tension and anxiety and 
negatively to job satisfaction (Bloom 1984 p. 105).
Role ambiguity happens when employees do not have the information 
necessary to perform their jobs adequately. This may occur because 
employees are uncertain about what managers or supervisors expect from 
them, and how to satisfy those expectations, or because they do not know how 
their performance will be evaluated and rewarded. The more frequently 
managers provide clear and unambiguous communication about the topic 
(goals, strategies and objectives for the organisations or departments, job 
instruction and rationale, policy and procedures and assessment and correction 
of performance), the lower employees' role ambiguity will be (ZeithamI et.al 
1988 p.44). The training provided by the organisation can help employees gain 
an accurate understanding of what is expected and how they will be evaluated.
This implies that the difference between service quality specifications 
and the service actually delivered cause the service quality gap 3. It could occur 
because of various variables such as the contact personnel’s lack of teamwork 
skills, and appropriate supervisory control systems which let them know how 
much flexibility they have in serving customers. Role conflict and role ambiguity 
also confuse the contact employees in performing their jobs.
4. GAP 4
This gap is caused by the difference between service delivery and what 
is communicated about the service to consumers. It is one of the earliest
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problems that was found in the banking industry, as mentioned in the 
introduction to the thesis.
Media advertising and other communications by a firm can affect 
consumer expectations. Discrepancies between service delivery and external 
communications - in the form of exaggerated promises and/or the absence of 
information about service delivery aspects intended to serve customers well - 
can affect consumer perceptions of service quality. The executive interviews 
suggested , perhaps in a more intriguing way, which external communications 
could influence service quality perceptions by consumers (ZeithamI et.al 1988 
p.44). This occurs when companies neglect to inform consumers of special 
efforts to assure quality that are not visible to consumers (Parasuraman, 
ZeithamI and Berry 1985 p.46). It implies that consumers are not always aware 
of everything done behind the scenes in order to provide a good service to 
them. Service marketers could make consumers aware of not readily apparent 
service related standards in order to improve service quality perceptions. 
Consumers who are aware that a firm is taking concrete steps to serve their 
best interests are likely to perceive a delivered service in a more favourable 
way. This service quality gap is seen from a consumer's standpoint. The 
variables that affect gap 4 are as shown in table 3-4 below.
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Figure 3-4 : Service Quality Management Gap 4
Theoretical Constructs Specific Variables
Horizontal communication
Propensity to overpromise
■ Extent of input by operations people in advertising 
planning and execution
• Extent to which contact personnel are aware of external 
communications to customers before they occur
■ Communication between sales and operations people
■ Similarity of procedures across departments and 
branches
• Extent to which firm feels pressure to generate new 
business
Extent to which firm perceives that competitors 
overpromise
Source : ZeithamI, Berry and Parasuraman 1988 p.44
(1) Horizontal communications
The horizontal communications are the lateral information flows that 
occur both within and between departments of an organisation. The basic 
purpose of the horizontal communication is to co-ordinate people and 
departments so that the overall goals of the organisation are achieved. One 
essential form involves the advertising department and contact personnel. That 
is when communication occurs between contact personnel and advertising 
personnel, consumers are led to expect what contact personnel can deliver. If 
communication is not present and advertising is developed independently, 
contact personnel may not be able to deliver a service that matches the image 
presented in advertising. In the focus group interviews, contact personnel 
expressed the need to be aware of all company communications before they 
run, as a basis for monitoring and responding to the consumer's advertising- 
induced expectations. They also believed their input to the campaign would 
result in more reasonable consumer expectations. Service organisations that
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do not advertise also need horizontal communication, often between the 
salesforce and the service providers. When salespeople promise more than 
can be delivered then consumer expectations are raised and cannot be met. As 
a result the size of gap 4 is increased. (ZeithamI, Berry and Parasuraman 1988 
p.44)
An important aspect of horizontal communication is the co-ordination or 
integration of departments in an organisation to achieve strategic objectives. 
One obvious form of co-ordination necessary in providing service quality is 
consistency in policies and procedures across departments and branches. If a 
service organisation operates many outlets under the same name, consumers 
will expect similar performance overall. If the company allows managers of 
individual branches to have their own policies, consumers may not receive the 
same level of service quality across the branches. Either of these cases cause 
an increases in the size of gap 4.
(2) Propensity to overpromise
Since there is an increasing level of deregulation and intensifying 
competition in the service sector, many service firms feel pressured to acquire 
new business and to meet or beat competition, and then tend to overpromise. 
This will increase the size of gap 4, too. Specifically the greater the extent to 
which a service firm feels pressured to generate new customers, and perceives 
that the industry norm is to overpromise, the greater is the firm's propensity to 
overpromise. (ZeithamI, Berry and Parasuraman 1988 p.45)
This implies that external communications can affect not only consumer 
expectations about a service but also consumer perceptions of the delivered
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service. Alternatively, discrepancies between service delivery and external 
communications in the form of exaggerated promises and/or the absence of 
information about service delivery aspects intended to serve consumers well, 
can affect consumer perceptions of service quality. It is essential that 
customers get the service delivery as promised to them. If they do not, this 
causes poor service quality.
5. GAPS
This last gap is caused by the difference between the expected service 
and the perceived service. It was found that judgements about high and low 
service quality also depend on how consumers perceive the actual service 
performance in the context of what they expected. It could be said that the 
quality that a consumer perceives in a service is a function of the magnitude 
and direction of the gap between the expected service and the perceived 
service. Service quality is then perceived by a consumer according to the size 
and direction of Gap 5 which in turn depends on the nature of the gaps 
associated with the design, marketing and delivery of services. It is important to 
note that the gaps on the marketer side of the equation can be favourable or 
unfavourable from a service quality perspective. That is, the magnitude and 
direction of each gap will have an impact on service quality.
The gap analysis model is an appropriate approach for developing a 
deeper understanding of the causes of service quality problems in a 
professional service and identifying shortfalls of its service quality (Payne 1993 
p.220; Brown and Swartz 1989 p.95). The findings can provide special 
empirical insights into the gaps that can arise from inconsistent perceptions of
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expectations and experiences between consumers and service providers. 
Service marketers can recognise a significant relationship between perceptual 
gaps (between consumers and service provider) and the evaluation of that 
service. They can also gain information by looking beyond the traditional 
satisfaction/dissatisfaction paradigm when assessing their service offerings. 
Though consumer assessments are important, the service provider's view, 
when combined with the consumer's perspective, can provide additional insight 
into areas where change is needed. Secondly, the content or topics measured 
by the gap variables would help to learn about consumers’ behaviour. The 
entire service encounter can be evaluated, not just the interaction with the 
service provider. It is therefore essential for service providers to adopt a broad 
perspective when defining and examining their service offerings and assessing 
their consumers' evaluations (Palmer 1994 pp. 180-182; ZeithamI et.al 1988 
p.47).
Addressing these gaps seems to be a logical basis for formulating 
strategies and tactics to ensure consistent expectations and experiences, thus 
increasing the likelihood of satisfaction and a positive quality evaluation. More 
consistent expectations and experience perceptions can be achieved in one or 
both of the following ways:
Firstly, it is useful to adjust service provider behaviours and expectations 
so that they are in line with the consumer's expectations. However, because of 
their extensive specialised and technical product training and their past 
immunity to overt competition, many service providers appear to be much more 
task- and self-oriented than consumer-oriented. Altering providers' behaviours
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and expectations is possible if providers become more aware of the wide array 
of factors their consumers consider in evaluating them and the quality of the 
services they provide. Providers must realise that the intangibility and technical 
complexity of a service may lead many consumers to see and evaluate 
surrogate indicators of quality, including such factors as staff behaviours, office 
ambience, and even signage. This consumer propensity indicates that service 
providers should broaden their perception of the scope of the service encounter 
and its attendant quality determinants. (Brown and Swartz 1989 p.97)
Secondly, the gap analysis could help to alter client expectations and 
experiences by educating the client so that new expectations, consistent with 
what the service provider is offering, are developed. The service providers 
should learn about their consumers' expectations and experiences before 
initiating any programs. One major means of altering consumer expectations is 
through education and/or promotional communications. Another way is to 
involve the consumer more in the decision-making process pertinent to his or 
her case. This can be used to encourage a more positive client experience and 
a reduction of malpractice suits. (Brown and Swartz 1989 p.97)
To sum up, marketers need to know how services differ from goods in 
order to be able to grasp and better understand the concept of service quality. 
Quality is an important factor that needs to be considered when planning 
services marketing. Due to the characteristics of services, as described, service 
quality becomes difficult to conceptualise and measure. Quality is thus relative 
and subjective, and depends on the perceptions and the expectations that the 
customer has with respect to the service offering. Poor service quality could
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occur because of the five discrepancies discussed in the Gap Analysis Model. 
The service quality is related to the degree of customer satisfaction derived 
from the service offering, which becomes a very significant part of any service 
industry including financial services institutions (LeBlanc and Nguyen 1988 
p. 12). As for the managerial implications, it is apparent that management in 
financial institutions must act upon the tangible and intangible components 
associated with the service delivery process in order to meet customer 
expectations and achieve service quality (LeBlanc and Nguyen 1988 p. 12). The 
financial institutions must strive to enhance the degree of customer satisfaction 
derived from the service encounter. Contact personnel, physical facilities, 
communication tools, and corporate image having an impact on quality, must 
be monitored continuously and enhanced when necessary. Financial 
institutions need now to manage quality and encourage employee participation 
in the process of assuring it, in order to maintain a competitive edge.
Among these five differences that cause poor service quality, the fourth 
one has been found to be the most prevalent currently in the financial services 
industry, especially in banking. Service marketers are trying to carry out 
research into their method of communication in order to deliver correct and 
valuable information to their customers. It is important that they are certain that 
the delivered message is what they really want to say to customers and is what 
will satisfy customers.
The next chapter examines the role of service communication in the 
financial services. It will concentrate on advertising as one form of service 
communication. This is because there is currently an advertising problem in the
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financial service industry. Customers are not getting the service they have seen 
in the advertising, and they are dissatisfied with its service quality as a 
consequence. Therefore, the content will explore how advertising operates and 
how it delivers its message to consumers.
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This chapter examines the role of advertising as a service 
communication tool in the financial services industry. Since service 
communication can cause service quality problems, as mentioned in Chapter 3, 
and there is failure in advertising currently in the industry, as mentioned in 
Introduction, the aim is to clarify the importance of advertising in this type of 
industry and to understand how the message of an advertisement is processed 
and how it is used to communicate to customers. Advertising expenditure will 
be investigated to show the importance of advertising in the industry, 
particularly the medium of television. Finally, bank advertising in Thailand will 
be examined in detail in order to give some background on financial advertising 
in Thailand. This will help readers to understand the fieldwork of this thesis.
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4.1 THE ROLE OF ADVERTISING IN THE FINANCIAL SERVICES
INDUSTRY
In this section, the content firstly define advertising to build 
understanding of what advertising is, and what its usage and limitations are. It 
concentrates on the role of advertising in the financial services industry, and 
why the financial institutions need to advertise.
4.1.1 DEFINE ADVERTISING
Advertising is most commonly used as part of a company's promotion
mix which is advertising, personal selling, sales promotion and public relation
(Kotler and Armstrong 1994 p.464). It has been defined as below:-
"Advertising is paid nonpersonal communication from an 
identified sponsor using mass media to persuade or 
influence an audience. "
(Wells etal. 1995 p.11)
"Advertising delivers controlled messages to many 
people simultaneously and at low cost per message"
(Wilmshurst 1993 p. 15)
In addition, the consequences of advertising are greater selectivity in 
perception; shorter exposure and premature breaking of contact; more 
superficial processing and the supplanting of reading by viewing (Franzen 1994 
p.230).
There are many types of advertising. Different authors suggest different 
ways of identifying types of advertising, for example, Loncoln and Alman (1996) 
and Jefkins (1994) suggests seven types of advertising, that are consumer, 
business-to-business, trade, retail, direct response, recruitment, and financial
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(Loncoln & Alman 1996 p.79; Jefkins 1994 pp.33-50), while Wells et al.(1995) 
suggests eight types of advertising, that are brand, business-to-business, retail, 
direct-response, directory, political, institutional, and public service (p. 13). This 
depends on how each person views the function of advertising. In this thesis, 
types of advertising based on Jefkins (1994) who specifically mentions financial 
advertising, will be considered.
The seven main categories of advertising are
Consumer Advertising. This is the most visible type of advertising which 
focuses on the development of a long-term brand identity and image. It is also 
known as brand advertising (Wells et.al 1995 p. 12). It tries to develop a 
distinctive brand image for a product. This type of advertising deals only with 
consumer goods like foods, drinks, for example.
Business-to-Business Advertising. It includes messages directed at 
retailers, wholesalers and distributors, as well as industrial purchasers (Wells 
et.al 1995 p. 13). Its purpose is to promote non-consumer goods and services 
which may include raw materials, components and accessories; plant and 
machinery; services such as office equipment and supplies. This type of 
advertising is mainly produced by advertising agencies which devote 
themselves to industrial or technical clients (Jefkins 1994 p.37).
Trade Advertising. It is addressed to distributors, chiefly wholesalers, 
agents, importers/exporters and numerous kinds of retailers. Goods are 
advertised for resale. It is used to inform merchants and traders about goods 
available for resale, whether it reminds them about well-established brands, 
introduces new lines or, as is often the case, announces special efforts to help
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retailers sell goods, e.g. price reductions. Strictly speaking, the trade press is 
read by traders. (Jefkins 1994 p.39)
Retail Advertising. It is a form of advertising which lies between trade 
and consumer advertising (Jefkins 1994 p.41). It is local and focuses on the 
store where a variety of products can be purchased or where a service is 
offered (Wells et al. 1995 p. 13). It emphasises price, availability, location and 
hours of operation. The most obvious examples are those for supermarkets.
Direct-Response Advertising. It can use any advertising medium, 
including direct mail, but the message is different from that of national and retail 
advertising in that it tries to stimulate a sale directly. The consumer can respond 
by telephone or mail, and the product is delivered directly to the consumer by 
mail or some other carrier. (Wells et.al 1995 p. 13; Jefkins 1994 p. 169)
Recruitment Advertising. Its aim is to recruit staff (including personnel for 
public services) and may consist of run-on classified advertisements. Its special 
characteristic is to attract the largest number of worthwhile applications at the 
lowest possible cost. (Jefkins 1994 pp.47-49)
Financial Advertising. Generally, financial advertising includes that for 
banks, savings, insurance and investments. In addition to advertising 
addressed to customers or clients it can also include company reports, 
prospectuses for new share issues, records of investments in securities and 
other financial announcements. Banks advertise their services which today are 
not confined to traditional bank accounts but include deposits, loans, insurance, 
and advice on investment portfolios. (Jefkins 1994 pp.45-46)
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Although there are many types of advertising, each performs its function. 
A type of advertising is selected depending on what type of product advertisers 
would like to advertise. In this thesis, financial advertising is the type under 
examination. In Thailand, advertisers apply this type of advertising in two ways, 
product advertising and corporate advertising. These will be discussed later in 
this chapter.
4.1.2 WHY DO FINANCIAL INSTITUTIONS ADVERTISE ?
Advertising comes in many forms and carries out many different tasks. It 
is different from other forms of promotional activity (such as sales promotion, 
public relations, personal selling) (Wells et al. 1995 p. 14) in three main ways. 
Firstly, advertising presents a totally controllable message. Since the advertiser 
pays for the space (e.g. newspaper) or the time (e.g. television) in which his 
advertisement appears, he has the right to insist on his message appearing 
exactly as he chooses. Secondly, advertising delivers messages to large 
numbers of people at low cost per contact. Lastly, advertising is a fast method 
of communicating with many people simultaneously (Wilmshurst 1993 p. 15).
For the consumer, advertising provides continuous and free information 
on brands and services available. This allows consumers to have access to 
what is on offer and then to make informed choices. It gives consumers 
information that is meaningful, relevant and practical. For the advertiser, it 
provides a fast and cost-effective means of telling thousands of people about 
services on offer. It can rapidly communicate new technological developments 
and innovations. It can allow new companies to succeed in a market by
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ensuring the fast return on investment which is vital for new organisations. It is
also essential in helping to convince retailers of the merit of stocking new
products, for without distribution no new entrant into a market can survive.
(Tennyson 1994 p. 2-1)
However, advertising has some limitations. Fundamentally, advertising's
power lies in its ability to transmit messages so it is the nature of the message
that determines whether advertising can succeed or not. In addition, since it
addresses many people at once, advertising cannot be adjusted to suit
individual taste and interests in the way that for instance, a salesman
(Wilmshurst 1993 p. 16)
Although there are some limitations on advertising, it is still playing an
important role in the marketing of financial services as one communication
technique out of four promotional techniques of marketing communication (that
is advertising, sales promotion, public relations and personal selling) (Wells et
al. 1995 p. 14). As a communication role, advertising is a form of mass
communication. As it is said:
"Marketing promotion is defined as persuasive 
communication designed to send marketing-related 
messages to a selected target audience"
(Wells et al. 1995 p. 105)
It transmits different types of marketing information to match
buyers/consumers and sellers/service providers in the marketplace. Advertising
both informs and transforms the product by creating an image that goes
beyond straightforward facts (Wells et al. 1995 p.14).
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Advertising has been most extensively used in the financial service
sector (Ennew et al. 1993 p. 102) since financial institutions need to promote
goodwill as well as to inform about services offered. The financial services are
complex products for which considerable information is required before
purchase. This is because the vast majority of financial customers are
extremely cautions about their money and take the highly sensible precaution
of being aware of Institutions which are unfamiliar. As a respondent in some
Bartle Bogle Hegarty qualitative research in 1990 reports:
“Of course it’s really important the company is well known, I mean 
you want to know a bit about them, you wouldn’t go with just 
anybody. This is really important, you wouldn’t want to give your 
money to some fly-by-night, would you?’’
(Tennyson 1994 p.2-3)
Advertisers have a primary business need of making their company’s 
name the first name that springs to mind, a company that people associate with 
being large, responsible and safe. A financial services report by Mintel indicates 
that, in terms of influencing consumer choice of a financial supplier a 
company’s reputation, size and its sense of familiarity were of optimum 
importance (No author. Financial Times 7 Sep 88). Sensible customers would 
wish to save, or have financial dealings with a non-risky, stable institution. 
Advertising is a way of providing this reassurance on a steady basis. Thus, 
advertising is about attempting to establish a relationship with customers. It also 
helps customers to identify the experts and the innovators in a market. That is, 
no sensible customer would wish to have financial dealings with a finance 
company or an institution with which they were not familiar. This is particularly
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important since financial products are often a once-in-a-lifetime purchase. 
(Franzen 1994 p.5-9; McGoldrick and Greenland 1994 p.30-33)
Major advertising campaigns are undertaken continuously by banks, 
building societies and other major financial institutions such as insurance 
companies (Woodruffe 1995 p.262). The results it can generate alone are 
becoming rather limited in an increasingly competitive market environment. 
Media advertising as a promotional tool is limited in the volume of information 
and the degree of detail it can present, particularly given the requirements of 
the financial services regulations in terms of the information content of 
advertising (Ennew et al. 1993 p. 102). This does not mean that media 
advertising has a minimal role to play in the promotion of financial services. 
Rather, it suggests that it should be regarded as the first stage in any 
promotional campaign, with its prime objective being that of creating and raising 
the consumer's awareness of the institution and its product.
The advertising of financial services is often more complicated than for 
products (Cutler and Javalgi 1993 p.62). In many cases this is due to the 
intangible nature of the offering. A particular feature of advertising in the 
financial services sector is the need to attempt to develop tangible 
representations of the product or if this is not possible develop some method of 
presentation which associates the product with a tangible object (Grove et.al 
1995 p.228; Ennew et.al 1993 p. 102; Legg and Baker 1991 p.64) e.g. Black 
Horse for Lloyds Bank. The advertising has to evoke the likely experience of the 
user, which in turn introduces a second complication. The services can often be 
unique to each buyer, as is the case for most professional services. The service
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will be a bundle of attributes that will not all be offered to every buyer at every 
purchase occasion.
Generally, advertising is an important factor of marketing of financial 
services. Banks have always been allowed to advertise in order to increase 
their market share and to grow in the business world (Micklewait 1984 p. 165). 
In banking, promotion occurs at two levels. The first is through central or head 
office departments or divisions, which are responsible for the major advertising 
budget and how it is spent in pursuit of the corporate and marketing objectives. 
The second level is in high street branches where managers are responsible for 
supporting their marketing objectives. Advertising therefore plays an important 
role at the first level of promotion. It is a major function, which is normally 
carried out by specialist teams at head office level (Marsh 1992 p. 102). The 
objectives of advertising will be set to be appropriate with selling services as 
shown in the table 4-1 below.
Table 4-1 Setting advertising objectives to address service
variables
Service Variable Advertising Objectives
Intangibility Provision of tangible clues
Reduce Risk
Provide reassurance
Heterogeneity Customisation
Reduce Risk
Provide reassurance
Inseparability Staff focus : selection,
training
Customer empathy
Perishability Use advertising to manage demand
Source Mudie and Cottam 1993 p. 184
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This section implies that advertising plays an important role in the 
financial services industry since the financial market is complex and has an 
increasingly aggressive competitive environment. There are many types of 
advertising. Financial advertising is concentrated on since it is used to advertise 
financial services. There are a number of roles which advertising may serve in 
the financial services industry. The common characteristics are that the 
advertising needs to be a communication tool providing information to 
customers. The next section will discuss how advertising is used to 
communicate to customers.
4.2 ADVERTISING AS A SERVICE COMMUNICATION
This section discusses how advertising works in the financial services 
sector. It explains how advertising is useful to the financial services. Then it is 
worth exploring the role of advertising as a service communication including 
discussion about how advertising is used to communicate to customers and 
how the message is processed.
4.2.1 HOW ADVERTISING WORKS
This current section includes a discussion about how advertising works 
in the financial services by considering its main tasks. The content begins with 
two general ways in which advertising is able to benefit the industry: (i) 
advertising may generate sales response; (ii) advertising influences consumers. 
Then, the content will specifically identify how advertising works in terms of
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psychology (of advertising). However, it must be observed that all these 
functions of advertising aim only at getting customers' attention. Advertising can 
affect consumers’ attitudes and might lead to decision-making. Russell and 
Lane (1993) agree that the message in advertising must be interesting, directed 
to an audience in the market to purchase, and must utilise a medium with an 
editorial environment suitable for the product (p.22). Advertising must not only 
attract consumer attention, but also make the consumer read, listen and watch 
(Evans 1988 p. 12). Tennyson (1994) argued that there is no strong evidence 
showing that advertising is an important factor in the financial-decision making 
process (Tennyson 1994 p. 8-2). However, there are some researchers (Aaker 
et al. 1995; McGoldrick and Greenland 1994; Hall 1992) who do not agree with 
him.
First, it is generally accepted that advertising can influence the sales of 
financial services. Aaker et al. (1995 p.80) suggested that a convenient and 
enticing advertising objective involve a target like immediate sales or market 
share. The ultimate aim of advertising is often to help raise the level of some 
aggregate measure like immediate sales. However, there are some exceptions. 
The objectives that involve an increase in immediate sales are not operational 
in some cases for two reasons, that are: (1) advertising is only one of many 
factors influencing sales, and it is difficult to isolate its contribution to those 
sales, and (2) the contributory role of advertising often occurs over a period of 
time (Aaker et al. 1995 p.80-81). The effects of advertising on sales are of at 
least two kinds that are immediate effects and those operating in the longer 
term (McGoldrick and Greenland 1994 p.248; Hall 1992 p. 17).
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As far as short-term sale is concerned, advertising within the financial 
services market is very often offers new services and disseminates specific new 
information. Therefore, advertising can succeed in this market as identified in 
the traditional theory of advertising. That is, if an individual noticed an 
advertisement and heard new information about a financial service or 
organisation, it would result in a better opinion, being formed an immediate 
decision to investigate the service, and a possible subsequent increase in sales 
(Brown 1992 p.239). Any immediate sales effects are likely to come most 
readily from motivated consumers who currently require the advertised service. 
These consumers are in the state of heightened interest that immediately 
precedes the purchase decision.
As for long-term effects, advertising may work in a variety of ways to 
generate sales in the longer term. Advertising images can generate interest and 
curiosity in the organisation and lively advertising memories will convey status 
to the organisation, which is taken seriously in the decision process. This is 
known as 'interest-status' mechanism. In this case, advertising keeps the 
organisation interesting, influences the perceived size of the organisation and 
builds a corporate identity and positioning. It is generally well accepted by 
marketers of fast moving consumer goods that advertising is a major 
contributor to the brand (McGoldrick and Greenland 1994, p.252). On the other 
hand, advertising memories may enhance the way organisations and services 
are perceived even when they are being assessed apparently rationally - 
'enhancement' mechanism. In this case, advertising images may generate 
interest. They may also enhance the way financial organisations and services
135
are perceived, even when they are being assessed apparently rationally. For 
example, advertising may enhance the consumer's awareness of strengths of 
an organisation, e.g. the TSB advertisement probably helped people think of 
them as a bank, playing down the negative image differentiation between them 
and the big four high street banks and playing up the positive friendly side of 
the bank's historic origins with their slogan 'The Bank that likes to say Yes'.
Second, advertising can influence customers (Jefkins 1994 p. 15) 
through the relationship between customers and the organisation and through 
the relevance of the advertised service to customers. It is likely that customers 
of an organisation will notice a TV advertisement more readily than those who 
do not have a relationship with the organisation. It has been suggested that 
customers are 50%-60% more likely to remember an advertisement of their 
own bank or building society (Brown 1992 p.240). However, it does not mean 
that advertising could not gain attention from non-customers. It means that the 
response from customers and non-customers is not always the same although 
they get the same message from the same advertisement (McGoldrick and 
Greenland 1994 p.254). In the same way that customers are more likely to 
notice a TV advertisement for their own organisation than non-customers, those 
that are interested in the advertised service before watching the advertisement 
are more likely to notice the advertisement than those for whom the service is 
not immediately relevant (McGoldrick and Greenland 1994 p.255).
However, there are many points of view to be considered in advertising 
with regard to how it influences customers. In terms of the psychology of 
advertising, it can create perception, awareness, understanding, and
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persuasion (Wells et al. 1995 p.270-283; Engel et al. 1994 p.54-69; Keitz 1990 
p.37) in customers.
Advertising creates perception. The first step in perception is exposure, 
which is primarily a media-buying problem. It is the minimum requirement of 
perception that advertisers must try to encourage their target to listen to, see or 
hear the advertisement (Wells et al. 1995 p.271). Once the audience has been 
exposed to the message, it is important to keep their attention. To get attention 
is not just attracting the notice of the viewer or reader, it requires some kind of 
stopping power (Engel et al. 1994 p.58; Wells et al. 1995 p.271). That means, 
advertisements sometimes have to be intrusive. For example, research has 
found that contrast can attract viewer attention; e.g., using a black and white 
advertisement instead of using a colourful advertisement. The last quality to get 
perception is to be creative. Creative advertising is unique in the way in which it 
is able to capture attention. It is important to get attention since relatively low 
levels of attention can create a minimal level of awareness (Wells et al. 1995 
p.273).
Advertising creates awareness. Awareness is the next stage of the 
perceptual process. It occurs after a message is perceived, that is, the 
message has made an impression on the audience. Awareness is needed 
particularly when the goal is to stimulate a trial purchase, perhaps of a new 
brand (Aaker et al. 1995 p.91). In the financial services, it would not be 
appropriate to encourage customers to do a trial purchase because of the 
nature of the product. Awareness then is an advertising response measure that 
could be instrumental at generating loyalty (Aaker et al. 1995 p.91). To get
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awareness, advertising should be made relevant to customers (Wells et al. 
1995 p.273). Most people want to hear or see about themselves. Product 
interest is also important. The audience might be interested in the product 
advertised or in some element in the advertisement itself e.g. the model or star. 
However, interest is usually created by either personal involvement or curiosity. 
Above all, awareness of the advertising is not the ultimate objective though it 
comes first since the ultimate one is awareness of the product (Wells et al. 
1995 p.273).
Advertising creates understanding. Being aware of the message is not 
enough, it must be understood. That is it requires a conscious mental effort to 
make sense of the information being presented (Wells et al. 1995 p.276). 
Understanding is particularly important for an advertisement that presents a lot 
of information. However, the advertising message must present the facts in a 
way that makes it easy for people to assimilate the information.
In addition, advertising also persuades an audience to believe or do 
something, probably making a purchase decision. A persuasive message will 
try to establish, reinforce or change an attitude, build an argument, touch an 
emotion, or anchor a conviction firmly in the prospect's belief structure (Wells et 
al. 1995 p.277).
It could be concluded that advertising plays an important role in the 
communication between service providers and customers. It helps generate 
sales response and influence consumers, mainly by getting their attention. 
Psychologically, it can create customers perception, awareness, understanding, 
and persuasion in order to influence their decision making.
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4.2.2 THE IMPORTANCE OF COMMUNICATIONS IN FINANCIAL
SERVICES
This section examines what communication is all about. Understanding 
the importance of communication, would help advertisers to be able to produce 
a good advertisement that can be used to communicate with customers and 
employees effectively.
Today's environment is fiercely competitive. It is therefore not enough to 
develop a service for which there is known demand. It is not enough to say that 
a good service will sell itself. A service customer might see the process of 
purchasing a service as especially risky and filled with uncertainty. Since 
services are intangible, the potential consumer finds it difficult to perceive and 
judge the value of committing to a purchase (Woodruffe 1995 p.253). There is 
little or nothing of the service itself that can be seen, tested, or tried prior to 
buying. Since it is human nature to try to reduce risk and uncertainty, 
consumers who are about to purchase a service, particularly for the first time, 
behave as highly active detectives with finely tuned radar devices, scanning 
every encounter with and exposure to the firm for information to reduce 
uncertainty regarding the firm's service and its quality (Mudie and Cottam 1993 
p. 167). They are looking for tangible clues of the capability of the firm to deliver 
the services. With repetitious purchase experience, consumers tend to respond 
habitually to reduce time investment and rely less on these clues. Thus the 
service must be communicated to the target market in order to generate and 
develop a loyal customer base (Mudie & Cottam 1993 p. 167). While
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communications can be planned before the service is ready for consumption 
they should certainly not be implemented.
Engel et al. (1994) defined communication as a transactional process 
between two or more parties whereby meaning is exchanged through the 
intentional use of symbols. Communication is intentional. A deliberate effort is 
made to bring about an intended response. This is especially true when the 
purpose is to persuade. It is also a transaction. That is, messages are 
exchanged based on the motivations of all participants in expectation of mutual 
response. In addition, communication is symbolic. Symbols (words, pictures, 
etc.) are deliberately created and used to cause another party to focus on the 
object or person represented by that symbol. (Engel et al. 1994 p.31)
In the services industry, it has been suggested that good communication 
should have these following characteristics (George and Berry 1989 pp.402- 
406; Payne 1993 pp. 152-153; Gronroos 1990 pp. 166-168; Mudie and Cottam 
1993 pp. 169-175):-
i) It should help to provide tangible clues. As services are more or less 
intangible, communicating about a service, especially to an audience of 
potential customers, becomes very difficult (Burton 1994 p.33). The intangible 
service easily becomes even more abstract. Therefore, it is frequently a good 
idea to try to make the service more concrete. Tangible elements within the 
product surround can be used to provide tangible clues. For example, a firm 
may show the physical comfort of first-class travel on an airline in an 
advertisement which may be a more effective way of giving potential customers
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something more tangible to relate to and remember than a more abstract 
visualisation of luxury.
In addition, tangible clues is a significant objective of the advertising of 
financial services. It helps to reduce risk of buying a service (George and Berry 
1989 p.404). Shostack (1987, p.36) agreed that the provision of tangible clues 
was advertising's biggest task. Advertisers/marketers try to create the tangible 
clues to the financial services in order to increase consumers’ trust in 
institutions. It is important to create reliability for customers in order to be 
certain that the advertising is an effective communication tool (Parasuraman 
et.al 1991, pp.39-41). An example of this is Prudential, a competitor of Legal 
and General's, which has also revamped its image. It has adopted a different 
strategy for its communications. It is attempting to humanise its image with a 
two-pronged approach. The advertising conveys the message that the 
organisation is empathetic; it does this by showing all sorts of people in a 
variety of situations. The inference being that they understand you. The second 
part of the strategy is the logo which communicates the "face" of the Prudential. 
(Mudie and Cottam 1993 pp. 173-174)
ii) It should help to make the service understood. Service is difficult to grasp
mentally because of its intangibility. Stephen Unwin captures the creative
challenge intangibility presents services advertising when he said:
"The service advertiser is often left with describing 
the invisible, articulating the imaginary and defining 
the indistinct"
(George and Berry 1992 p.384)
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Using tangibles in advertising would be useful as evidence of the 
service's quality. Tangible attributes of the service can therefore be used for 
clearer understanding of the service offered. The insurance industry has made 
it easier for consumers to understand what is being sold by associating the 
intangibility of insurance with relevant tangible objects that are more easily 
understood. For example, the insurance company, Legal and General, use their 
multi-coloured umbrella to symbolise the shelter and protection offered by their 
insurance policies.
iii) Communications should have continuity. Since services are intangible and 
all advertising media are visual media, except radio, that is the audience see 
pictures, they are difficult for the audience to grasp. Therefore, there has to be 
continuity in communication efforts over time.
Continuity of communication is important in helping achieve 
differentiation and present a unifying and consistent theme over time. The 
intangibility of services undoubtedly adds to the frequent difficulty competing 
service firms have in differentiating themselves. Although differentiation is not 
easily attained by service firms, its achievement is by no means impossible. 
Advertising continuity is an important strategy in this respect because it involves 
the continual use in advertising of certain distinctive symbols, formats, and/or 
themes to build and reinforce the desired image, regardless of any changes in 
specific advertising campaigns. A picture, or phrase in an advertisement which 
continues from one campaign to the next, may be a way of making the 
audience realise more quickly what is advertised and what the message is. The
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black horse used by Lloyds Bank and the McDonalds signage, symbolism, 
packaging and advertising provide good examples of such continuity.
The concept of advertising continuity is also epitomised by Harris Trust 
and Savings Bank in Chicago, which has used its cartoon lion mascot, Hubert, 
in its consumer advertising since the 1950s. Research shows that Hubert is one 
of Chicago's most recognised celebrities (George and Berry 1992 p.384). 
Hubert is a device for tying Harris' past advertising efforts to its present 
campaign; Hubert is a means for branding Harris's advertising and for helping 
the bank attain a distinctive image (George and Berry 1992 p.385). Advertising 
continuity gives a company's advertising a recognizability which continually 
communicates and reinforces its image.
iv) Communication should promise what is possible. Service firms need to
deliver on their promises. If a promise such as fast delivery cannot be
consistently met it should not be made at all. If promises given by external
market communication are not fulfilled, the gap between expectations and
experiences is widened, and customer perceived quality decreases. Berry and
Clark (1988, p.28) claims that keeping promises is the most important single
aspect of good service quality. George and Berry (1981) conclude,
"since service buyers have only fulfilled promises to 
carry away from the service transaction, It Is 
especially Important that service firms deliver on 
advertising promises" (Lovelock 1984 p.408).
In addition, clearly avoiding overpromising is essential in managing 
market communication.
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v) Capitalising on word of mouth is also important. The variability inherent in 
services contributes to the importance of word of mouth (Payne 1993 p. 153). 
Such variability occurs because people providing services differ in their 
technical and customer relations skills, in their personalities, and in their 
attitudes towards their work. Word of mouth is a vitally important 
communications vehicle in services, as evidenced by the way we seek personal 
recommendations for bankers, lawyers and accountants. The importance of 
word-of-mouth communications suggests the opportunity to use advertising to 
capitalise on this propensity. Making a conscious effort in advertising to 
leverage word-of-mouth might involve persuading satisfied customers to let 
others know of their experience, developing communication materials for 
customers to make available to non-customers, or guiding prospective 
customers in soliciting word-of-mouth information.(George and Berry 1992 
p.382)
vi) Direct communication to employees should be included. Service 
communication will normally be directed towards one or more target markets. 
Customer-contact personnel or employees are potentially important as a 
second audience for services advertising. Therefore, it is important not only to 
encourage customers to buy but also to encourage employees to perform 
(George and Berry 1989 p.402). Communicating directly with staff, customers 
and even shareholders is possibly the most single important factor in the 
marketing of financial services (Marsh 1992 p. 103). Communication can add 
value to the service in the eyes of the consumer. This is one of its key benefits. 
In many cases this will enable the provider to charge a premium over that of his
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competitors. Marketing communication, such as sales, advertising, and sales 
promotion, involves persuasion, resulting either in some desired action such as 
buying a particular product or service, or in a change of attitude or behaviour 
which is likely to lead eventually to the desired action (Mclver & Naylor 1980 
p. 123). The success or failure of the marketing man's communications effort 
will depend essentially on four inter-related factors: (1) the power of the original 
message; (2) the clarity and force with which it is expressed; (3) the media 
through which it is communicated; and (4) the level of expenditure (Mclver & 
Naylor 1980 p. 123).
In high contact services, such as banking, advertising should be directed 
at employees, to build their motivation, as well as at customers. Therefore, all 
advertising campaigns and most other mass communication efforts, which are 
planned for various segments of existing and potential customers, are also 
visible to employees. They are then an important second audience (George 
and Berry 1984 p.409).
In addition. Marsh (1992, p.103) suggested that an effective 
communication must have the following characteristics:-
i) Be interesting enough to command attention;
ii) Convey concise accurate information and create impact;
iii) Stimulate credibility and belief;
iv) Encourage action
However, communication would be logical if marketers are able to 
identify who is being addressed; what the messages are; when the 
communication should take place; how the communication should be
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undertaken; and where the communication should be undertaken (Marsh 1992 
p. 103). In other words, it could be said that "Getting the message timing and 
method right for the recipient Is only one aspect of good communication" 
(Marsh 1992 p. 103).
Market communication efforts like advertising normally impact the 
expected service. It involve promises and/or information. The validity of this 
type of communication must still be tested (Gronroos 1990 p. 156). Advertising 
may sometimes have some immediate effect on the perception of the 
interactions, which probably enhances the customer's opinion of the service. 
The size of the gap between expectation and experiences determines quality 
perception, as discussed in the previous chapter. There is here a truly total 
communication impact; almost everything the organisation tells about itself and 
its performance and almost everything the organisation does that is 
experienced in the buyer-seller interactions has an impact on the customer. 
These communication effects are an important factor in shaping the image of 
an organisation (Gronroos 1990 p. 156).
There are different types of communication appropriate to a range of 
situations. There are two types of communication that usually occur in the 
services industry (Gronroos 1990 pp. 157-158):-
1) Personal communication that is not related to the interface between service 
production and consumption includes, for example, sales by professional or 
other salespersons that do not take place as part of normal service production. 
Impersonal mass communication includes advertising, brochures, and mass- 
distributed sales letters.
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2) Interactive communication refers to the communication effects of customers' 
perceptions of the buyer-seller interface during service production. Much of the 
interactive communication effects are due to how customers perceive the 
physical aspects of the service production process, such as the fit of technology 
and systems to the customer's needs and level of knowledge.
Above all, all organisations need to communicate with their customers 
(both internal and external) at various times and for a variety of reasons. 
Communications can be viewed as the transmission of information. Service 
organisations may need to communicate information for various purposes 
(Wood ruffe 1995 p. 150).
As external communication, its role is;
i) to inform the target markets about current and new 
service offerings and benefits,
ii) to educate customers,
iii) to persuade existing and potential customers to buy,
iv) to remind customers about the service and where it is 
available,
v) to publicise policy decisions, for example about 
environmental issues, and
vi) to make public announcements.
As internal communication, its role is;
i) to inform employees about changes in the organisation,
ii) to communicate plans and programmes effectively,
iii) to keep all employees informed about company
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performance,
iv) to publicise incentives schemes and other events,
v) to inform and educate employees about new products and 
services, and
vi) to disseminate marketing intelligence within the 
organisation.
This section implies that good communication is important in the 
financial services industry. To have good communication, advertisements 
should be able to provide tangible clues and to make the service understood to 
customers. A good advertisement should have continuity of communication in 
order to achieve differentiation and consistency over time. Last but not least, it 
should promise what is possible in order to avoid the service quality gap 
between what has been delivered by an advertisement and what a customer 
expects to get. However, it is important the employee understands the 
message the customer receives. Above all, advertising plays both an internal 
and external communication role.
The next section will examine the communication process in order to 
understand how advertising has been used to communicate to customers.
4.2.3 COMMUNICATION PROCESS
It would be helpful to visualise the communication process in order to 
basically understand how advertising has been used to deliver messages to 
potential customers. Central to good communications is the need to be able to 
transmit messages accurately. Misinterpretation or misunderstanding can occur
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in any communications situation. It can be imagined, therefore, that the 
difficulties involved in communicating a convincing, persuasive, unambiguous 
promotional message in a thirty second television advertising are immense. 
The figure 4-1 shows a communication process model.
Figure 4-1 : A model of the communication process
Noise
Feedback
Encoding DecodingMessageSource
Sender Source
Receiver
Source : Engel et al. 1994 p.31
Although writers (Woodruffe 1995 pp. 150-153; Schultz et al. 1995 p.27; 
Engel et al. 1994 pp.31-32; Palmer 1994 pp.272-279; Ennew et al. 1993 pp.98- 
99; Aaker et al. 1992 pp.39-40) may differ on details of the communication 
process model, most agree on the essence of what occurs when 
communication takes place.
First of all, it must be recognised that receivers become senders and 
senders become receivers through a continuing process of feedback. The 
sender or source may be a person or organisation, that is advertiser, sending 
the message to receivers, that is target audience, or to other sources (Aaker et
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al. 1992 p.40). The advertiser must have a very clear idea of the objective of 
the communication, that is what is the desired outcome of sending this 
message. If it is not clear at the outset then the communications process is 
already in danger of breaking down.
Communication begins when symbols or sets of words are selected and 
arranged in a sequence to be transmitted through one of the various media if 
the message is not going to be transmitted directly to the target audience 
(either face-to-face or by personal letter (Schultz et al. 1995 p.29; Engel et al. 
1994 p.32). Woodruffe (1995, p. 151) agrees that this means the advertiser 
encodes the message by putting it into words, supported by images and 
pictures which will enhance the effectiveness of the message. However, the 
right words have to be chosen carefully to avoid any misunderstanding. 
Problems may occur if the advertiser uses codes or concept with which the 
target audience is not familiar. (Schultz et al. 1995 p.30). Even simple direct 
communications go through this process of encoding. Essentially, the encoding 
process translates the thought and objectives of the advertiser into a message 
which will make sense to the target audience.
The message has now been encoded and may be in the form of a letter, 
a spoken announcement or a television or radio advertisement, for example. 
The target audience then attempts to interpret the message and to form an 
impression of what it intends to convey according to their own understanding - 
this is called Decoding. The target audience of the message can themselves 
affect the accuracy of the message. Their personal beliefs, attitudes and 
preconceptions will influence how they interpret the message.
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To complete the process, the target audience transmit feedback to the 
advertiser, that is a receiver becomes a sender by transmitting feedback. The 
accuracy of communication can be negatively influenced by noise that enters 
into the message itself, the communication channel, or interferes with reception 
of the message and distorts the intended meaning. Noise can occur in many 
forms, most of which are beyond the control of sender. In the case of television 
advertisements, for example, noise can occur in the form of other 
advertisements, family conversations, the option of reading a book or a 
newspaper instead of watching television, and so on.
So far, it has been shown how communication is processed between 
sender and receiver. In this case, that is the communication process between 
service provider and consumers if it is external communication, and between 
organisation and employee if it is internal communication. Hence, it is vital to 
understand a variety of effects of communication upon the receiver. The figure 
4-2 represents the second model of communication/persuasion processes.
151
Figure 4-2 : A model of communication/persuasion process
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The model shows various possible things that can happen after 
consumers are exposed to the advertisement. It can create awareness about 
the brand, result in information about the brand's benefits registering with the 
consumer, generate feelings in an audience that they begin to associate with 
the brand or its consumption, lead to the creation of an image for the brand and
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create the impression that the brand is favoured by the consumers' peers or 
experts (Aaker et al. 1992 p.41). These five effects have the consequence of 
creating favourable liking, or attitude, toward the brand which in turn should 
lead to purchasing action. However, the advertisement can directly attempt to 
spur this purchasing action by serving a reminder function or by attacking 
reasons why the consumer may be postponing that action.
These two models help to understand how and why consumers acquire, 
process, and use advertising information. Understanding information 
processing invariably leads to the need for understanding a wide range of other 
important logical constructs, such as attitude formation and other consumer 
responses, which will be dealt in detail in Chapter 5.
It could be summarised that communication is an important process 
between an organisation and its target market. To have effective 
communication, it is essential to understand who is saying the message; to 
whom the message is addressed, how the message is communicated and to 
what effect the communication was made. It would be wise to reduce the 
interference of noise as much as possible since misunderstanding of the 
message might occur. In addition, various effects of advertising help to basically 
understand how advertising has been used as marketing communication. The 
next section concerns the detail of the role of advertising in the financial 
services. The aim is to understand its role and how it has been applied in the 
financial services industry.
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Its main purpose is to strengthen awareness of the brand and company 
image and to inform the market about the services available depending on 
different types of advertising.
This section implies that advertising is a good communication tool in the 
financial services industry. Good advertising should be able to communicate 
well by providing tangible cues and sending understandable message to 
customers.
4.3 ADVERTISING EXPENDITURE AND ITS MEDIA
This section examines the advertising expenditure. Various media will be 
covered, however, television is concentrated on. The content shows the 
importance of television bank advertising on television nowadays.
4.3.1 ADVERTISING EXPENDITURE
The advertising expenditure is used to indicate the importance of 
advertising in financial services. In particular, it also helps to illustrate the 
commitment of financial services to media advertising.
Advertising is one of the most visible ways through which an 
organisation communicates with its customers. Increased competition enabled 
institutions to diversify out of their traditional areas of expertise and increase 
consumer spending in the 1980s, which resulted in fuelling the growth of 
advertising expenditure (Jefkins 1994 p.6).
In the USA, the financial services industry spent about $467.6 million in 
1991 and $581.2 million in 1992 on advertising (Wells et al. 1995 p. 18). The
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same survey also showed that they spent about $394.1 million on broadcast 
media while they were spending about $181.2 million and $5.9 million on print 
media and outdoor respectively in 1992 (Wells et al. 1995 p.18).
In the UK, financial services expenditure grow steadily throughout the 
1980s (Burton 1994 p.4). Table 4-2 shows the level of expenditure broken 
down into major financial services sectors.
Table 4-2 : Main media advertising spend by major financial services
sector
1980
Emillion
1982
Emillion
1984
Emillion
1986
Emillion
1988
£million
1990
Emillion
Banks 23.1 38.8 61.4 68.6 99.5 110.8
Building
societies
21.0 44.3 60.2 75.9 101.0 121.7
Other
financial
13.8 20.9 31.7 54.5 66.6 58.1
Financial
services
12.6 19.3 27.0 42.2 53.2 47.6
Insurance
companies
12.5 24.4 38.0 62.9 96.3 90.6
Credit
cards
4.6 9.3 11.6 16.7 22.8 12.0
Unit trusts 2.9 6.2 10.6 25.6 23.9 24.3
Investment
bonds
1.1 0.6 0.8 2.8 1.1 1.9
Total 91.6 163.8 241.3 349.2 464.4 467.0
Source : McGoldrick & Greenland 1994 p.243
Mintel (1991) examines the main media advertising spending on 
financial services in the major product areas, enabling an examination of the 
growth of spending by individual financial sectors between 1980 and 1990. In
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1990, £110.8 million was spent in the banks sector, five banks (NatWest, 
Barclays, Lloyds, Girobank and TSB) accounted for nearly three-quarters of this 
(McGoldrick and Greenland 1994 p.242).
In addition, in 1991, financial services in the UK spent about £393 million 
on advertising (Mudie & Cottam 1993 p. 167). This expenditure has grown 
significantly in recent years - both in absolute terms, and also as a share of total 
advertising in the economy.
In Thailand, advertising spending on bank services and credit cards was 
about 375.3 million baht in 1992 and about 436.2 million baht in 1993. In 1994, 
during January to November, the advertising expenditure increased to about 
21% of the expenditure during the same period of time, that was about 488.8 
million baht (Dentsu, Young and Rubicam Ltd, Report 1995).
These advertising expenditure statistics confirm the increasing role 
played by advertising in this sector. Despite the fact that the financial services 
sector now spends more than many of the traditional heavy advertisers in the 
fast-moving consumer goods sector of the market, recent research shows that 
advertising by financial institutions has been less than successful as a result of 
the lack of a clear strategy for developing communication with customers, as 
mentioned in the Introduction (Meidan 1996 p.165; Erlichman J. 1994 p.5; No 
author. The Independent 1 Dec 94; Erlichman 1994, p.5; Ennew et al. 1993 
p.97).
The following section concentrates on a particular advertising media - 
television.
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4.3.2 ADVERTISING MEDIA FOR COMMUNICATION
This section examines the media that have been used in the financial 
services. It will concentrate on television which is currently interesting to 
financial advertisers.
Major advertising campaigns are continuously undertaken by banks, 
building societies and other major financial institutions such as insurance 
companies (Woodruffe 1995 p. 159). The main purpose as mentioned is to 
strengthen awareness of the brand and company image and to inform the 
market about the services available (Jefkins 1994 p.75).
There are many forms of advertising media for financial services 
communication, such as television, newspaper, magazines, cinema, radio and 
outdoor, that is posters (Woodruffe 1995 p. 160). Each medium has distinct 
advantages and disadvantages. Generally, the choice of media will be 
determined by a number of factors including the available budget, target 
audience factors, level of coverage required, exposure and frequency, cost 
effectiveness and desired impact (Brent 1996 p.2-3; Woodruffe 1995 p.159; 
Kotler 1994 p.629). The most appropriate ones will depend upon the nature of 
the marketing being reached (such as target market, marketing situation) and 
the complexity of the message (Ennew et al. 1993 p. 103). In the financial 
services, the choice of media also depends on communication objectives 
(McGoldrick and Greenland 1994 p.244). Mittal (1994) argued that television 
advertising rated more negatively than any other media with about half of 
respondents avoiding commercials by flipping channels, leaving the room or
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attending to chores during commercial breaks (p.40). However, the big national 
banks with branches everywhere use television as well as the national press 
(Jefkins 1994 p.47). Banks advertise their services which today are not 
confined to traditional bank accounts but include deposits, loans, insurance, 
house purchase, wills and executorship and advice on investment portfolios 
(Jefkins 1994 p.46).
Figure 4-3 shows dramatic changes in the UK media marketplace. It 
shows the expenditure versus the retail price index. And table 4-3 shows the 
percentage of media split for the financial services industry between 1986 and 
1990. It shows that the press medium attracts the greatest share of advertising 
revenue with both tactical and longer term strategic executions in both black 
and white press and colour magazines (McGoldrick and Greenland 1994 
p.244). Television is the second most important media, but is an interesting 
media on which to do research since spontaneous recall of television 
commercials has been seen to drop as a result - on average, 3% per 10 years 
(Franzen 1994 p.230)
Figure 4-3 : Media inflation versus retail price index
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Table 4-3 : Advertising media split for financial services, 1986-1990
Media/% 1986 1987 1988 1989 1990
Press 80 78 75 75 77
Television 20 21 24 24 22
Radio less than 0.5 1 1 1 1
Source McGoldrick and Greenland 1994 p.245
However, Mintel (1991) points out that different institutions within each 
sector show different emphases on the type of media favoured. NatWest in 
1990 concentrated 75% of its advertising on TV, while TSB had only 38% of its 
advertising spending directed at television (McGoldrick and Greenland 1994 
p.244). In Thailand, market spending on advertising by the banking industry 
during January-June 1996 shows that it spent 68.6% on television, 21.4% on 
press media, and 9.9% on magazine (Media Focus 1996). In addition, a 
research found that up to 75.4% of 400 Thai respondents obtained financial 
information through television (lemchuen 1993 p.71). This thesis will 
concentrate on the medium of television since television advertising is an 
important medium used in the financial services industry. It also appears to be 
failing the financial services industry as discussed earlier. However, other types 
of media will be discussed briefly in order to consider why television has been 
recently concentrated on financial advertisers.
(i) Print Media
Newspaper and magazines have several feature in common. As print 
media, they can be timely and flexible in their presentations, provide selected 
coverage in respect of geographic, socio-economic and age coverage (Marsh
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1992 p.112). They have broad acceptance and use, with a pass-on readership 
and there is a credibility of the printed word. The print media is consumed more 
readily; the reader is actively turning the pages of the publication and is 
consciously deciding what to stop at, and what and how much to read 
(McGoldrick and Greenland 1994 p.257). The local press is not used much by 
the banks. This is mainly for reasons of the inevitable short life of press 
advertising, but also because banks rarely wish to actually promote a local 
image as such. The advantage is that press advertising is a relatively economic 
way of getting complex messages across to a large number of people. In the 
case of magazines, it can be categorised by editorial approach and enable 
advertisers, especially the banks, to select the types of readers required which 
it would not be possible to achieve with television advertising. However, 
advertisers must try to get the central message across in only a few seconds in 
print advertising, therefore, the visual and the headline must do the job together 
with good quality (Franzen 1994 p.231). In addition, the print media is normally 
used to offer a back-up facility, such as being reminder advertising, to a 
television commercial (Palmer 1994 p.283). Unlike television, print 
advertisements for interesting product fields (e.g. new car model, shopping 
sale) are noticed much more than advertisements for the less tangible product 
fields, such as financial services (McGoldrick and Greenland 1994 p.258).
(ii) Outdoor and Direct Mail
Outdoor advertising, especially the use of posters, is relatively cheap. 
For banks, posters have the advantage of repeat exposure, however, 
disadvantages are non-selectivity and providing limited scope for creativity
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(Marsh 1992 p.113). In the case of direct mail, financial institutions (e.g. banks) 
can readily select different customers and send personalised letters or 
communications to them. In the past, banks do little to exploit this medium for 
communication to existing customers, even though they send personal account 
statements to customers regularly. Nowadays, banks tend to do some 
promotions or inform on related news with the statements that are sent to 
customers. They also issue their promotions through using bank cash 
machines as a new way of reaching the consumer (No author. Marketing 25 
April 1996 p.31).
(iii) Radio
Radio is a relatively new medium for the banks. It provides a cost- 
effective way of reaching target audiences locally. It is much lower than 
television, reflecting much more local segmentation of radio audiences and the 
lower production costs. A major advantage over other media is that the 
audience can be involved in other activities, particularly driving, while being 
exposed to an advertisement. However, there are often doubts about the extent 
to which an audience actually receives and understands a message (Palmer 
1994 p.284). For the banks, the lack of a visual dimension in radio should not 
prove anything (Marsh 1992 p.113).
(iv) Cinema
Because of the captive nature of cinema audiences, this medium could 
potentially have a major impact. It is frequently used to promote local services, 
such as food outlets. Financial institutions may also use this type of media.
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such as TSB, but tend to promote their local services. It would be useful only to 
support press and television advertising.
(v) Television
The television medium is probably an expensive media. However, it is a 
very powerful medium (Meidan 1996 p. 175; Wells et.al 1995 p.377; Tennyson 
1994 p.2-2). It was the single most important medium in Britain for bank 
advertising and indeed financial advertising generally (Stafford 1982 p. 126). It is 
the medium of the masses and combines the attention-drawing attributes of 
sound, picture, colour, and movement, so it offers the opportunity to show a 
financial product or service and demonstrate it in actual use (Meidan 1996 
p. 175). At present, television advertising is still important to financial institutions, 
however, supported by other media. Peter Jackson said “Royal Insurance and 
Sun Alliance are strong brands in their own rights, but after six months’ 
absence from TV awareness is bound to decline . Royal & Sun Alliance will 
introduce themselves to consumers with its £1.5 million television 
advertisements and will run on national television until the end of the year (No 
author, Marketing 12 December 1996 p. 16). Nationwide confirm that it will 
continue television advertising (Marketing 23 January 1997 p.1). Another 
example is Yorkshire bank which will spend £5 million on television advertising 
since it is now seeking to expand in the UK (Marketing 12 December 1996 
p.11). Many advertisers view television as the most effective way to deliver a 
commercial message (Wells et al. 1995 p.377; Hart 1993 p.86). Television has 
tended to be used for national promotion while the press, radio and outdoor 
promotion is used for local promotion (Stafford 1982 p. 127). The major
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advantage of television is its wide reach. It not only reaches a large percentage 
of the population, it also reaches people who are not effectively reached by the 
print media (Wells et al. 1995 p.377), especially in developing countries where 
people still have low educational backgrounds (lemchuen 1993 p.7). Although it 
tends to be used mainly for the long-term task of creating brand awareness, it 
can also create a rapid sales response (McGoldrick and Greenland 1994 
p.245). Richard E.Stanley commenting on American experience, suggests that 
when an advertising message needs to be presented visually, with action, oral 
persuasion, and demonstration, television should be carefully considered 
(Wilmshurst 1993 p. 156). The very fact that a message has been seen on 
television can give credibility to the message source. The power of the 
television medium is enhanced by its ability to appeal to both the senses of 
sight and sound, and to use movement and colour to develop a sales message 
(Palmer 1994 p.285). Stanley said:
"Its combination of sound, picture and motion is the 
next best thing to sending a sales representative into 
the home on a personal call. If an advertiser needs 
to reach a high percentage of the viewing public 
quickly, such as when introducing a new product, 
television can prove indispensable"
Wilmshurst (1993 p. 156)
The strong impact created by the interaction of sight and sound induces 
a level of consumer involvement that often approximates the shopping 
experience, including encountering a persuasive salesperson (Wells et al. 1995 
p.378). It helps to create emotional context in order to convey rational 
arguments such as to make a trial purchase (Franzen 1994 p.232). In addition,
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television also allows a great deal of creative flexibility because of the many 
possible combinations of sight, sound, colour, motion and drama (Wells et.al 
1995 p.379).
Advertising has become a primary facet of our culture. As Wells et al. 
(1995, p.378) said:
"For most Americans television is a critical source of 
news, entertainment and education; it is so much a 
part of us that we are more likely to believe 
companies that advertise on television"
Although it has the advantage of reaching a large number of people at a 
relatively low cost (Ennew et al. 1993 p. 103), the most serious limitation of 
television advertising is the extremely high absolute cost of producing and 
running commercials (Palmer 1994 p.285). For most local service providers, 
television advertising rates start at too high a level to be considered. The high 
starting price reflects not only high production costs but also the difficulty in 
segmenting television audiences, either socio-economically or in terms of 
narrowly defined geographical areas (Hart 1993 p.74). It is not easily targeted. 
The message may often be wasted because it reaches many consumers who 
are not in the target audience (Ennew et al. 1993 p. 103). Therefore, the 
question must be asked as to how many people within the target audience are 
actually receptive to television advertising. Furthermore, it is also difficult to 
avoid confusion with other financial services, particularly as the volume of 
advertising for these products increases. The volume of information that can be 
conveyed through this particular medium is restricted by the need to keep the 
message relatively simple (Ennew et al. 1993 p. 103). Above all, there is also
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the 'halo effect' theory. If advertisements are bought around programmes which 
the target audience particularly likes then they are enhanced, achieving 
borrowed image values for the advertiser (McGoldrick and Greenland 1994 
p.245).
To conclude, advertising plays an important role in financial services as 
a service communication. The advertising-as-information/advertising-as- 
persuasion dichotomy can be used to describe its function. It is certain that 
advertising can communicate a number of messages in a number of areas 
simultaneously. How advertising works is based on the communication process. 
It aims at generating immediate sales and influencing customers as its main 
tasks. Many types of media exist for advertising. The advertising expenditure 
shows that television is an important advertising media and is interesting to the 
financial services industry.
4.4 ADVERTISING IN THE BANKING INDUSTRY IN THAILAND
This section introduces the role of advertising in the financial services 
industry, particularly banking, in Thailand. It contains an overview of Thai 
advertising in general since the fieldwork of this thesis will be carried in 
Thailand. It is worth understanding how advertising has been used by Thai 
banks.
Financial institutions have undoubtedly been playing a crucial role in 
sustaining the rapid growth of the Thai economy. Since the country is destined 
to become a regional financial centre in the not-too-distant future, these 
institutions have upgraded their operations in preparation for the new challenge.
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As the fastest growing and the second largest group of financial institutions in 
Thailand, finance companies are exerting a greater influence on the direction of 
the financial market (Economic Research Department, Bank of Thailand 1995 
p.1). Their role in the financial market will continue to expand as their scope of 
business and services are being widened and more innovative financial 
instruments are being developed. Several types of financial institutions exist in 
Thailand to help mobilise public funds. These institutions play different roles in 
the financial market and they vary significantly in their sizes and functions. 
Among these institutions, commercial banks are the largest and account for 
74% of the total assets held by financial institutions (Association of Finance 
Companies, 1991 p.6). However, over the years, other financial institutions, 
particularly finance companies, have been playing an increasingly important 
role in providing financial services (Economic Research Department, Bank of 
Thailand 1995 p.3).
In particular, the Thai commercial banking system has developed 
steadily over the period of time. Thai commercial banks adapted themselves 
and grew in pace with the economy, acting as a financial intermediary between 
savers and investors. They now offer a full range of services mobilising funds 
through the nation-wide network of domestic branches, retail and foreign trade. 
In terms of marketing, advertising started playing an important role in the 
banking industry because of the current competitive marketing situation. The 
services offered by banks are not very differentiated since their operations are 
controlled under the same financial act by the Bank of Thailand. Advertising is
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therefore a valuable weapon Thai banks use to differentiate themselves from 
each other to gain market share. (The Thai Bankers’ Association 1993 p.4)
At present, advertising is an effective marketing communication tool in 
the financial services industry. Advertising is the shortest way to communicate 
between the service provider and the consumer since it helps to reduce a large 
amount of the cost of distribution and helps to reach customers widely 
(Thomson 1993 p.7). Many Thai researchers (lemchuen, 1993; Pubaupuan, 
1990; Upul, 1988; Tivaree, 1975) agree that advertising research is critical to 
bank marketing since the measurement of advertising could indicate 
consumers’ attitude toward the advertisement. An advertisement would help to 
increase customers’ interest in any products. In particular, advertising could be 
very useful in the banking industry to create a different image or appeal for 
each banking institution. Dr.Wongmontha, an advertising expert and mass 
communication professor, suggested that the advertising era has changed from 
“what the advertising is telling consumers” to “how the advertising is telling 
consumers” (p.34). Consumers do not want only to get only the product or 
service offerings but they still require the emotional satisfaction (Dr. 
Wongmontha S. 1991 p.30). Thus, the aim of advertising is not only selling a 
product but also creating an image and giving credibility to an institution.
At present, banking in Thailand tends to use a lot of television 
advertising. One reason is that the trend of advertising has changed, as 
previously mentioned. Secondly, television advertising is becoming a 
requirement of the advertising plan since the services offered by each bank are 
similar, which causes strong competition in bank marketing. Thirdly, most
167
major banks would like to gain customers’ attention and would like them to be 
familiar with their names. Finally and specifically significant to Thai banks and 
suggested by most of Thai advertising experts, is that Thai customers’ 
behaviours tend to follow advertising, especially television advertising rather 
than direct marketing. MrAreeyapan, a bank manager, commented that direct 
marketing is still limited in Thailand although it has emerged in the banking 
industry because the majority of Thai are still low educated. Most of them prefer 
to either discuss about the financial products with staff or salesman, or learning 
from other advertising media.
There are two main types of television advertising that have been used 
for launching bank advertisements. They are Product advertising and Corporate 
advertising.
I. Product Advertising
It is the traditional type of television advertising. Thai banks normally use 
this type of advertising as a basic advertisement to communicate to customers 
(Upul 1988 p.3). It is used to tell customers about a new produce/service 
offered by a bank, to inform customers of an interest change, to explain how to 
get a service and maybe suggest new uses for a service (Mixon 1994 p. 15; 
Kotler and Armstrong 1994 p.487). This type of advertising helps to build 
customer demand for a particular product type. It is important when customers 
must be convinced that the product type is superior to others that are used for 
the same purpose. (Cravens and Woodruff 1986 p.538-539)
Since the advertising trend is tending to move from physical content to 
emotional content, advertisers are tending to move their concentration from
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product advertising to corporate advertising. Traditional financial advertising is 
one way of conveying information to the financial community. However, the 
information should impress as well as inform. Advertisers tend to create 
awareness of financial institution in order to become familiar to customers since 
services offered by banks are similar to each other because they are under the 
same financial regulations. The corporate advertising is now been used by 
several banks e.g. Thai Farmers Bank, Bangkok Bank, Siam Commercial Bank 
etc.
II. Corporate Advertising
It is also known as institutional advertising. It is a form of communication 
which has as its primary goal to communicate about the organisation as a 
whole. It promotes the image or reputation of an organisation or an entire 
industry to increase goodwill in order to create a receptive climate to present 
customers with information about products or services (Straalen 1994 p.11). Its 
purpose is not to sell products but to create the corporate image or to build a 
favourable relationship with various customers including the general public, and 
investors (Engel et.al 1994 p. 175; Cravens and Woodruff 1986 p.538). Some 
banks, e.g. Bangkok Bank, Thai Farmers' Bank, try to use corporate advertising 
to show their responsibility to society (Lapirattanakul 1981 p.426). The 
advantage is that it can develop a positive image in the minds of customers, 
which can be a factor in obtaining desired behaviours such as buying the 
company’s product. An executive at Compton Advertising agency, commented 
on the value of institutional advertising:
“If a product or service has serious intent, the company should not
be afraid to devote part of its effort to corporate image advertising
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that reinforces the trustworthiness of the company and its products”
(Cravens and Woodruff 1986 p.538)
A corporate advertisement is about identity. It is concerned with 
translating an impersonal corporate body into personal terms which people can 
comprehend. It is about helping them to understand a company, its situation, 
and its contribution to society. It also helps to correct misunderstanding that 
may cause damage to an institution. It helps to declare the truth to customers, 
possibly about its policy or its objectives. Some banks tried to show their 
responsibility to society to enhance their images with customers (Upul 1988 
p.30), for example, Thai Farmers' Bank offers scholarships for further education 
to those who are poor but who obtain good examination grades.
This chapter shows that advertising plays an important role in the 
financial services industry. Its main task is to communicate to customers. There 
are two main types of advertising that have been used in the Thai financial 
services industry, that is product advertising and corporate advertising. The first 
one is traditional advertising mainly used to inform customers about their 
services offered. The latter has just been introduced to create a favourable 
image of an institution due to high competition in the industry. However, it is not 
enough just to understand the importance of advertising and its communication 
process. Customer response to advertising is also important in order to produce 
an advertisement that satisfies customers’ needs.
The next chapter will look at advertising effectiveness. The content will 
be based around customer responses towards advertising since this seems the 
sensible way to measure the effectiveness of advertising.
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Chapter 5 will examine financial consumers. First, some advertising 
thories are examined to understand how they are used to approach consumers. 
Then, their response to advertising will be examined. It is important to 
understand their behaviour so that advertisers can produce an appropriate and 
effective financial advertising that meets their own objectives, and those of 
consumers. Understanding customers is no longer simply a marketing 
requirement since there is great competition in the financial services industry 
nowadays. As its consequences, the role of marketing needs to be 
reconsidered which is aiming at satisfying customers' needs. Therefore, 
financial consumer behaviour towards advertising will be considered, 
concentrating on two types of customer responses (that is cognitive responses 
and affective responses). Lastly, Thai customer responses towards bank 
advertising will be investigated in order to understand financial advertising in 
Thailand.
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5.1 ADVERTISING EFFECTIVENESS
It is often hard to prove what was achieved by the $243 billion that 
companies world-wide spent on advertising in 1995 (The Economist 08/06/96 
p. 102). Measuring the effectiveness of advertising is much harder than it might 
seem. To know whether an advertisement is working, it is important for the 
researcher to be clear about what it is meant to do.
James Young, an industry guru who worked for J. Walter Thomson, 
suggests that advertisements work on two levels. They inform, familiarise, 
remind and spread news. They also have an emotional impact in which they 
overcome inertia and add value to a product (The Economist 08/06/96 p.103). 
Advertising represents an important means by which organisations 
communicate with their customers, both current and potential. The specific 
objectives of an advertising campaign may adopt many forms, for example, 
create awareness of a new product; inform customers of the features and 
benefits of the product; create the desired perceptions of the product; or 
persuade customers to purchase the product, as mentioned in the previous 
chapter. An understanding of advertising effects and effectiveness would 
contribute significantly to the productivity of advertisers in terms of the effective 
allocation of their marketing budgets.
In order to consider the effectiveness of advertising, it is essential to 
investigate the ‘Hierarchy Of Effects' theories of advertising. This approach is 
often referred to as learning theory (Wilmshurst 1993 p.200). Many models 
have been developed in order to understand how advertising affects consumers 
and how they respond to those advertisements.
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First, the Starch model was developed in the early 1920s putting forward 
the idea of effective advertising (Wilmshurst 1993 p.200-201). It stated that 
advertising must be seen, read, believed, remembered, and acted upon. This 
model seems to be useful as a check-11st of necessary elements for an effective 
advertisement. However, it is difficult to pin down each step in detail. For 
example, how long does an advertisement need to be “remembered”?
Second, the AIDA model was used as an alternative of the Starch model 
(Aaker et al. 1992 p.99; Wilmshurst 1993 p.201). It suggested that an effective 
personal sales presentation should attract Attention, gain Interest, create a 
Desire, and precipitate Action.
Both the Starch model and AIDA model were used as well as a host of
hierarchy models like DAGMAR. In 1961, Russell Colley published a book
called Defining Advertising Goals for Measured Advertising Results known as
the DAGMAR approach. It is widely used for defining an advertising goal, which
is a specific communication task to be accomplished among a defined
audience, in a given period of time (Aaker et al. 1992 p.98). In DAGMAR, it can
be concluded as follows;
"All commercial communications that weigh on the ultimate objective 
of a sale, must cany a prospect through four levels of understanding.
The prospect must first be aware of the existence of a brand or 
company. He must have a comprehension of what the product is and 
what it will do for him. He must arrive at a mental suspicion or 
conviction to buy the product. Finally, he must stir himself to action. "
(Wilmshurst 1993 p.201)
The DAGMAR model has one enormous value. It enables the main 
purpose of a particular advertising campaign to be defined as, for example, to
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increase awareness or to improve comprehension of the product. This lends 
itself to "before and after" surveys which can measure what changes have 
taken place and give an immediate measure of whether the advertising has 
been effective. In relation to the action part of the DAGMAR hierarchy, it has 
been pointed out that a great deal of advertising is intended not to generate 
new users and thus call for action, but rather to persuade existing users not to 
change. (Wilmshurst 1993 p.201; Ray 1982 p. 178-179)
Another interesting hierarchical model was developed relating to social 
psychological theory. Lavidge and Steiner (1961, p.59) thought about 
advertising as a force, which must move people up a series of six stages: 
awareness, knowledge, liking, preference, conviction, and purchase (Aaker et 
al. 1992 p.99). Lavidge and Steiner (1961, p.60) explain the model: near the 
bottom of the steps stand potential purchasers who are completely unaware of 
the existence of the service in question. Closer to purchasing, but still a long 
way from the cash register, are those who are merely aware of its existence. Up 
a step are prospects who know what the service has to offer. Still closer to 
purchasing are those who have favourable attitudes toward the service offered 
- those who like the service. Those whose favourable attitudes have developed 
to the point of preference over all other possibilities are up still another step. 
Even closer to purchasing are consumers who couple preference with a desire 
to buy and the conviction that the purchase would be wise. Finally, of course, is 
the step, which translates this attitude into actual purchase. This hierarchy 
could be divided into the three components corresponding to a social 
psychologist's concept of an attitude system (Aaker et al. 1992 p.99). It is also
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known as "Tricomponent View of Attitude". The first stage, consisting of the 
awareness and knowledge levels, is comparable to the cognitive knowledge 
component of attitude. The affective component of an attitude, the like-dislike 
aspect, is represented in the Lavidge and Steiner hierarchy by the liking and 
preference levels. The remaining attitude component is the conative 
component. It is the action or motivation element, represented by the conviction 
and purchasing level, the final two levels in the hierarchy. These three 
components of attitude will be discussed in detail in section 5.2 when I discuss 
consumer attitude.
The ‘hierarchy of effect’ theory of advertising provides a very good
picture to advertising researchers of how advertising effects consumers or how
consumers respond to an advertisement. However, this is not enough to
measure the advertising effectiveness. As it has been said by Corkindale and
Kennedy (1975) in Managing Advertising Effectively:
“If advertising is to be effective and handled with the maximum 
efficiency it is necessary to know what it is intended to achieve”
(Wilmshurst 1993 p. 199)
Lannon and Cooper (1983) argued that there is a probability that the 
mechanistic theories of advertising such as DAGMAR concentrate too much on 
what the advertising does and pay too little attention to what has become 
known as the sophisticated consumer. In this case, the consumer is an active 
participator in communication. Advertising does not simply do things to people 
in the sense of treating consumers as objects to manipulate, nor does it merely 
do things to products, like create unique selling points, or brand personalities; 
rather people do things to advertising, interact with it and produce surprising
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outcomes (Wilmshurst 1993 p.204). An alternative view of advertising by Alan 
Hedges also shows the importance of the consumer in advertising. Alan 
Hedges (Wilmshurst 1993 p.202) suggests that advertising can operate at a 
number of different levels:
1. Simply by creating a sense of familiarity, and awareness that the brand 
is around;
2. Advertising may surround the brand with particular associations, with 
mood, feelings, emotional colours and so on;
3. Advertising may convey information e.g. about price, functions, etc;
4. Sometimes rational arguments may be put forward. It is probably only at 
this level that the customers' conscious attention is likely to be engaged.
It is shown that a strong factor is the customers' relationship with an
attitude towards the service offering. A key function of advertising is to shape or 
reinforce those attitudes. Therefore, it is essential to measure the customers' 
attitude in order to identify the advertising effectiveness. The next section 
includes how consumers behave towards advertising.
5.2 THE FINANCIAL CONSUMER AND ADVERTISING
In order to understand in more detail about how advertising works and 
effects consumer behaviour or how consumers react to advertisements, it is 
essential to understand the financial consumers. Advertising and consumer 
behaviour cannot be considered separately because advertising is a 
communication and persuasion process, which links consumers as individuals 
to the world and people around them. The consumer behaviour would show
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how they react to advertising. Their behaviour indicates the effectiveness of that 
advertising and marketers would then know what should be included in new 
advertising. It is important to understand how consumers perceive advertising 
since advertising represents such a significant investment by corporations 
(Crane 1991 p.111).
In addition, financial service institutions have long been criticised for their 
belated and rather reluctant adoption of the marketing concept. Banks are 
probably more attuned to the technicalities and intricacies of financial systems 
than attending to customers' needs (Turnbull 1982 p.33). However, the 
changing of the financial environment has compelled marketers to reconsider 
the role of marketing in the financial services to satisfy customers gradually, for 
example, TSB began to like to say ‘Yes', and to further refine progressed 
wanting the customer to say ‘Yes', too. Ultimately, getting the customer to say 
‘Yes" demands an understanding of consumer psychology which includes 
consumer needs, motives, perception, attitudes and decision process.
Consumers' needs and motivation are used to begin a discussion about 
how consumers react to advertising, which is concentrated on later.
Consumers' perception is defined as the process by which an individual 
selects, organises, and interprets stimuli into a meaningful and coherent picture 
of the world (Schiffman and Kanuk 1994 p. 162). Perception of services 
depends in part on the stimuli to which consumers are exposed and in part on 
the way these stimuli are given meaning by consumers. Generally, people 
become aware of their environment through the five senses (i.e sight, hearing, 
touch, taste, and smell) and therefore sensation is the process with which
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perception begins. However, the perception of each consumer might be 
different because the process of interpretation is influenced by motives, which 
manifest themselves in a wide variety of ways among different consumers 
(Foxall and Goldsmith 1994 p.50).
Attitudes are a learned predisposition to behave in a consistently 
favourable or unfavourable way with respect to a given object (Schiffman and 
Kanuk 1994 p.240). That is the attitudes of the financial consumer are formed 
as a result of direct experience with financial service products, information and 
exposure to advertising which will be related to purchase behaviour. This will be 
dealt with in greater detail later in this chapter.
Decision process can be expressed through a buying behaviour model. 
Buying behaviour or Purchasing happens through the "Hierarchy of Effects" 
model which has been mentioned in the previous section.
An awareness of consumer psychology helps in the understanding of the 
behaviour of consumers. The thesis will concentrate firstly on needs and 
motivation. It helps to recognise what consumers’ needs are and how to 
motivate consumers. Secondly, the consumers’ learning and involvement is 
presented. It helps to understand how consumers process an advertising 
message and for their attitude toward that advertisement. Lastly, consumers’ 
attitude is discussed to understand how consumers react to an advertisement.
5.2.1 NEEDS AND MOTIVATION
Consumer needs form the basics of all modern marketing. Consumer 
needs are the essential to business's survival, profitability and growth in a highly
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competitive marketing environment nowadays. Marketing helps to identify and 
satisfy unfulfilled consumer needs better and sooner than the competition. 
Marketers do not create needs, but they can use advertising to motivate 
individuals to take purchasing action (Schiffman and Kanuk 1994 p.94). 
Maslow's Hierarchy of Needs is used widely as a motivational theory to 
presents the idea that there is a hierarchy of needs in the consumer to be 
motivated (Foxall and Goldsmith 1994 p. 154; McGoldrick and Greenland 1994 
p.4 5 -4 7 ). It ranges from the lower-order physiological needs, through safety 
needs and belongings to the higher-order needs for self-esteem and self- 
actualisation. The satisfaction of a lower-order need triggers the next level of 
needs into operation demanding new patterns of behaviour on the part of the 
individual. Naturally the basic needs must be met first of all. Once they have 
been satisfied, the individual turns his attention to the fulfilment of more 
advanced sociogenic requirements until the final stage, which is self- 
actualisation.
However, Hanna G. (1980) objected by stating that Maslow's hierarchy 
of needs is too abstract for use by marketers or consumer researchers, who 
need a description of human motives more closely linked to consumer 
behaviour (Foxall and Goldsmith 1994 p. 155). Table 5-1 shows Hanna's 
typology of consumer needs, which closely parallels Maslow's. It is more 
focused on the needs consumers seek to satisfy through purchasing behaviour. 
Table 5-2 also shows some examples of consumer needs applied to financial 
services. It is noticeable that her typology has similar steps to the "Hierarchy of 
Effects" theory of advertising. Therefore, it is apparent that advertising is a
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communication tool that could effect consumers. The marketing implication is 
that advertising is produced to satisfy consumers' needs. When consumers are 
exposed to advertising, their reaction tends to follow of the six stages of the 
hierarchy of effects model: awareness, knowledge, liking, preference, 
conviction, and purchase.
Table 5-1 : Maslow’s hierarchy of needs and consumer motivation
Maslow’s needs
Self Actualisation
Self-esteem
Belongingness
Safety needs 
Physiological needs
Personal growth - The need to consume products so as to 
be or become one's own unique self (self-improvement 
classes)
Influence over others - The need to feel one’s impact on 
others’ consumption decisions (may underlie the 
behaviour of opinion leaders or innovators
Recognition from others - The need to consume products 
so as to be acknowledged by others as having gained a 
high status in one’s community
Acceptance by others - The need to consume products so 
as to be associated with a significant other or a special 
material comfort - The need to consume a large and/or 
luxurious supply of material possessions (luxury goods, 
new products)
Material security - The need to consume an adequate 
supply of material possessions
Physical safety - The need to consume products so as to 
avoid harm or danger in their use, and to preserve clean 
air and water in the environment
Source : Foxall and Goldsmith 1994 p. 154
Table 5-2 : Example of Maslow’s Hierarchy of needs
Need Example
Self-actualisation
Ego/esteem
Social/belongingness
Safety/security 
Physiological need
Mastering the principles and practicalities of investment
schemes or the stock exchange
Lloyds Gold Card - a card which recognises your
achievements
Club membership events for cardholders, personal service 
can be appealing for social contact 
All types of insurance, cardholder protection plans 
Financial services are only instrumental to satisfaction
Source McGoldrick and Greenland 1994 p.46
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5.2.2 CONSUMER LEARNING AND INVOLVEMENT
The consumer's involvement with products and purchases is another 
important matter to consider in determining the extent to which the consumer 
will process the message information in the advertisements. It has been 
synthesised that a consumer's level of involvement depends on the degree of 
personal relevance that the product holds (Schiffman and Kanuk 1994 p.223). 
That is, when advertisers are in a high-involvement situation, with the consumer 
seeking rational or problem-solving benefits, the advertisers ought to have as 
their objectives the communication of product benefits through message 
content, for only that can lead to the attitude change necessary for behavioural 
effects. Low-involvement situations, however, should lead to the targeting of 
greater awareness as a primary objective, rather than the communication of 
attitude-enhancing arguments about why the brand is better.
The involvement could play a crucial role in an advertising model such 
as the Elaboration Likelihood Model (ELM) of Petty and Cacioppo (1983). ELM 
is the central and peripheral route to the persuasion theory. The proper 
understanding of the likely persuasive power of advertising messages requires 
an understanding of the potential impact of advertising on attitudes and 
behaviour. The influence of any communication depends on what happens at 
each stage of information processing. An advertisement must capture attention, 
be accurately understood, be retained in memory and be yielded to by the 
target audience in order to have persuasive impact. Yielding represents the 
persuasive impact of the advertisement. Advertisers often focus on the 
cognitive responses that occur during message processing. These thoughts are
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classified in three dimensions: valence, focus and abstraction. (Engel et al. 
1994 pp.222-223)
Valence - represents the favorability of the thoughts. Positive thoughts in 
response to an advertisement are called support arguments; negative thoughts 
are called counterarguments.
Focus - refers to the content of the thoughts. Advertisers distinguish 
between thoughts focused on the brand versus those focused on the 
executional elements of the advertisement.
Abstraction - relates to the amount of elaboration reflected by the 
thoughts. Greater abstraction would be demonstrated by thoughts reflecting 
the integration of various elements of the advertisement with each other or with 
one's own knowledge.
According to the ELM, a basic dimension of information processing and 
attitude change is the depth or amount of information processing. At one 
extreme, the consumer can consciously and diligently consider the information 
provided in the advertisement, in forming attitudes toward the advertised brand. 
The attitudes that are changed or formed by careful consideration, thinking and 
integration of information relevant to the product or object of the advertising can 
be categorised as "central route" to attitude change of persuasion process. In 
contrast, the "peripheral route" to attitude change is having attitudes formed 
and changed without active thinking about the brand's attributes and its pros 
and cons. Rather, the persuasive impact occurs by associating the brand with 
positive or negative aspects, or executional cues in the advertising that really 
are central to the worth of the brand. Petty and Cacioppo have proposed the
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framework in figure 5.1. Two factors identified in the ELM model as significant 
are an audience member's motivation to process information and the ability to 
process information. They conclude that the ELM model would predict that the 
celebrity status of the product endorsers would have a greater impact on 
product attitudes under low- rather than high-motivation conditions because, 
being a peripheral cue, it would be used more in the former situation. The ELM 
model is therefore a useful conceptualisation of attitude change. (Aaker et al. 
1992 pp. 184-187)
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Figure 5-1 : The ELM model
Advertisement
Source ; Aaker et al. 1992 p. 186
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Many advertisers consider both cognitive and emotional responses 
important in influencing attitudes and behaviour. Petty and Cacioppo's (1989) 
Elaboration Likelihood Model of persuasion is useful in pulling all these 
elements together. The ELM states that the degree of elaboration (complex) in 
the form of issue-relevant thinking is the key determinant of the influence 
exerted by various communication elements. (Engel et al. 1994 p.223)
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Figure 5-2 : The overview of the ELM process
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The figure 5-2 shows a graphic overview of the ELM process. The 
antecedent conditions to advertising information processing are the need for 
consumer benefit, the motivation, the ability to process information, the 
opportunity to process, and the advertising exposure itself. Information 
processing then occur either through the central route or peripheral route to 
persuasion based on the degree of elaboration that is related to the attention to 
the advertisement and the capacity of the consumer to process information.
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Responses are then either cognitive or emotional with resulting attitude 
formation or change in the attitude toward the brand. The ELM provides a 
framework within which to evaluate specific approaches that may be used to 
present advertising messages. Related to these approaches are specific 
behavioural research findings that are useful in the development process of the 
advertisement message. (Engel et al. 1995 p.560-563; Engel et al. 1994 
pp.223-225; Aaker et al. 1992 p. 185)
This model highlights the importance of anticipating how much thinking 
is likely to occur during message processing when developing effective 
communications. If consumers carefully consider the message's content, then 
the presence of compelling claims about the advertised brand is essential for 
developing favourable attitudes toward the brand. However, when consumers 
do not think carefully about the message claims, the strength of the ad claims 
becomes rather unimportant. Instead the advertisement's persuasive impact will 
depend on whether it contains positive peripheral cues.
5.2.3 CONSUMER'S ATTITUDE
Up until now, what had already been investigated were customers' 
needs and, how to make consumers aware of services offered by service 
providers until they finally decided to purchase. Equally important is the need to 
understand what consumers like and dislike, i.e. attitudes (Engel et al. 1995 
p.362). Consumer researchers in at least two ways have used the attitude 
construct. Attitudes have served as independent variables in examining 
purchasing behaviour; however, advertising must first change attitudes in order
187
to change behaviour. Secondly, attitudes have served as dependent variables 
in examining consumers' responses to marketing stimuli such as advertising 
(MacKenzie, Lutz and Belch 1986 p. 130; Berger and Mitchell 1989 p.269). 
There is increasing evidence that customers’ attitudes can be useful in 
understanding the processes determining advertising effectiveness (Celuch and 
Slama 1995 p. 124).
As mentioned at the beginning of section 5.2, the definition of attitude 
shows that attitudes are learned. It means that consumers normally learn their 
feelings of favorability or unfavorability through information about the attitude 
toward a service, for example, from advertising, or through direct experience, 
for example, from trying that service, or some combination of the two. In other 
words, attitudes may result from behaviour. However, they are not synonymous 
with behaviour. They are only relatively consistent with the behaviour they 
reflect and are able to change (Schiffman and Kanuk 1994 p.240). Lutz (1991 
p.318) suggested that it is possible that service marketers or advertisers could 
use marketing communication tools such as advertising to create or modify 
attitudes towards that service.
Attitudes usually play a major role in shaping consumer behaviour when 
deciding whether to become a customer of a financial institution. At the same 
time, it can be used to judge the effectiveness of advertising and other 
marketing activities. For example, considering an advertising campaign 
designed to increase sales by enhancing consumers' attitudes. A major study 
by the Advertising Research Foundation indicates that viewers' liking of a TV 
commercial is an important predictor of the advertisement's success in the
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marketplace (Miller 1991 p.6). The attitude concept is one of the most important
ideas in advertising management. The basic argument is that consumers'
purchases are governed by their attitudes toward product alternatives and that
advertisers can do something to affect those attitudes (Aaker et al. 1992 p. 197).
Attitude is a central concept to the entire field of social psychology.
Gordon W. Allport stated that:
"Attitude is probably the most distinctive and 
indispensable concept In American social psychology"
(Aaker et al. 1992 p. 197)
The traditional view of attitude is the "Tricomponent View of attitude" as 
shown in the figure 4-3. It has been viewed as consisting of three components: 
cognitive, affective and conative. (Schiffman and Kanuk 1994 p.242; Aaker et 
al. 1992 p. 197; Lutz 1991 p.319). A more contemporary view of attitude is 
shown in the figure 5-4. Attitude is viewed as being distinct from its 
components, with each component being related to attitude. Both the cognitive 
component and the affective component are conceptualised as determinants of 
attitudes. In other words, a person's overall evaluation of an attitude is seen as 
being determined by the person's beliefs and/or feelings about that object.
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Figure 5-3 : The traditional tricomponent view of attitude
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Figure 5-4 : A contemporary view of attitude
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The cognitive components refer to a person's knowledge and beliefs about 
some attitude towards a product. The knowledge and perceptions are acquired 
by a combination of direct experience with the attitude towards that service and 
related information from various sources.
The affective components represent a person's feelings or emotions 
about a service or an object. These emotions and feelings are frequently 
treated by consumer researchers as primarily evaluative in nature (Schiffman 
and Kanuk 1994 p.243). That is, they capture whether an individual rates the 
service or an object as favourable or unfavourable. For example, an ATM 
service by a bank may be perceived as good or bad, pleasant or unpleasant to 
use. Such emotional states may enhance positive or negative experiences and 
that recollections of such experiences may impact later on what comes to mind 
and how the individual acts. As an example, if people feel happy using an ATM, 
which is a machine service rather than human service, they may decide to 
apply for a switch card.
The last component of the Tricomponent Attitude Model is the conative 
component. It is concerned with the likelihood or tendency that an individual will 
undertake a specific action or behave in a particular way with regard to a 
service or an object (Schiffman and Kanuk 1994 p.244). In short, the conative 
refers to the person's action or behavioural tendencies toward the attitude 
object (Aaker et al. 1992 p.197). However, it might include the actual behaviour 
itself. In marketing and consumer research as is this type of thesis, the conative 
component is treated as an expression of the consumer's intention to buy.
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The Tricomponent Attitude Model' shows it is certainly important for 
businesses to know whether consumers hold favourable or unfavourable 
attitudes toward their products/services. The concept is that belief (cognitive 
component) and feelings/emotions (affective component) effect consumers' 
behavioural intention (conative component). However, there is some debate as 
to whether there are two systems, and whether the emotions always have 
cognitive roots or whether they might also be direct reactions to stimuli. 
Fishbein and Ajzen (1975) argued that attitude consists of affect only, which is 
known as the "Unidimensionalist View of Attitude" (Kassarjian and Robertson 
1991 p.318; Phelps and Thorson 1991 p.202). This approach shows that affect 
is only one component of attitude representing the degree of favorability or 
unfavorability with respect to the attitude towards a service or an object. Burke 
and Edell (1989) said "Affective and cognitive aspects of persuasion are 
intertwined rather than separate". Although some researchers (Fishbein and 
Ajzen 1975; Edell and Burke 1987; Burke and Edell 1989) believed that 
affective had cognitive roots, there were some researchers, who did research 
about consumers' attitude based on the tricomponent attitude model 
(MacKenzie and Lutz 1989; Wilmshurst 1993; Schiffman and Kanuk 1994; 
Aaker et al. 1992), believed that there were always a combination of both 
cognitive and affective. However, it does not mean that it is not possible to 
investigate these responses in two streams. In addition, Celuch and Slama 
(1995) found that decomposing attitude toward an advertisement into cognitive 
evaluations of the advertisement and affective reactions to the advertisement 
resulted in better prediction of attitudes toward a measurement of advertising
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effectiveness in their study (p. 124). Therefore, the main interest is how each 
component effects consumers' attitude and behaviour.
This section implies that consumers' attitude must be considered in 
order to measure the effectiveness of advertising. The attitude toward the 
advertisement has been presented as a guideline to investigate consumers' 
response towards the advertisement. It could be studied in two streams, which 
are cognitive responses and affective responses, which will be discussed in 
detail in the next section.
5.3 ATTITUDES TOWARDS ADVERTISING MODEL
This section will clarify in more detail cognitive and affective components 
of consumers' attitudes toward advertisements. As mentioned in the previous 
section, some researchers believed that attitude toward advertising really has 
two different components: (i) affective, reflecting the direct effect of the feelings 
evoked by the advertising and (ii) cognitive, reflecting how well made and useful 
the advertising is considered to be.
The attitude toward the advertisement is indeed an important indicator of 
advertising response. There are a growing number of empirical studies (Shimp 
1981; Gresham and Shimp 1985; Muehling 1986; Batra and Ray 1986; 
MacKenzie et al. 1986; Edell and Burke 1987; Burke and Edell 1989; Hill 1988, 
1989; MacKenzie and Lutz 1989; Homer 1990; Alwitt and Prabhaker 1992; 
Muehling and McCann 1993) that have documented the significant power of 
attitude toward the advertisement. These studies focus on the 
conceptualisation of the attitude toward the advertisement construct, especially
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to the distinction between cognitive reaction or responses to a commercial 
stimulus and a purely affective reaction or response.
The attitude toward the advertisement has been defined as a 
predisposition to respond in a favourable or unfavourable manner to a particular 
advertising stimulus during a particular exposure occasion (Lutz et al. 1983 
p.46). That is it helps to identify consumers' attitudes toward the advertisement.
In assessing consumer attitudes toward an advertisement, researchers 
(MacKenzie and Lutz 1989; Wilmshurst 1993; Schiffman and Kanuk 1994; 
Aaker et al. 1992) maintain that it is critical to distinguish between and 
separately measure "cognitive evaluations of the advertisement" (ie. 
judgements about the advertisement such as whether it is "humorous" or 
"informative") and "affective responses toward the advertisement" (ie. feelings 
experienced from exposure to the advertisement, including "a sense of fear" or 
"a smile" or "laughter"). Their empirical studies revealed that there are variables 
effecting attitude toward the advertisement. These variables are considered 
based on some model and perspectives theoretically, which are the ELM 
model, Shimp's perspective, and an attitude-toward-the-Ad model. It is known 
as "the Conceptual Framework of Attitude toward the Advertisement" (Figure 5- 
5).
As mentioned earlier, the ELM postulates two basic routes by which a 
persuasive communication can influence its audience. They are central 
processing, where information or message content is the primary influence, and 
peripheral processing, in which the audience is affected emotionally. It is in line 
with Shimp's perspective in which he states that the attitude to the
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advertisement has two distinct components; that are cognitive and affective 
(Shimp 1981 p. 10; Gresham and Shimp 1985 p. 15; Hill and Mazis 1986 
p. 168). Also, an Attitude-toward-the-Ad Model helps to clarify the impact of 
advertising on consumer attitudes toward particular products or services as 
shown in the figure 5-6.
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Figure 5-5 : The Conceptual Framework of Attitude towards advertising
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Figure 5-6 : A conception of the relationship among elements in an
Attitude-toward-the-Ad Model
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As the model depicts, the consumer forms various feelings (affects) and 
judgements (cognitions) as the result of exposure to an advertisement. These 
feelings and judgements in turn affect the consumer's attitude toward the 
advertisement and beliefs about the brand acquired from exposure to the 
advertisement. Finally the consumer's attitude toward the advertisement and 
beliefs about the brand influence his or her attitude toward the brand.
Thus, an overall concept of this conceptual framework of attitude 
towards the advertisement could be identified. When an audience has seen an 
advertisement, the information or message content would be processed
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through central processing which will effect the attitude toward the 
advertisement. An audience would have cognitive responses toward the 
advertisement at this point. However, an audience could also have feelings 
about the advertisement. This will be processed through peripheral processing 
which will also effect the attitude toward the advertisement. And an audience 
would have affective responses toward the advertisement. This concept has 
been considered in more depth. There are variables that could cause cognitive 
responses and affective responses, which finally result in attitude toward the 
advertisement.
Each type of response will be investigated individually and the variables 
classified in order to develop a theoretical framework for this research.
5.3.1 AFFECTIVE RESPONSES
There has been an increased interest in consumers’ affective reactions 
to commercials rather than their cognitive reactions to them (Leather et al. 1994 
p.266). Such a development reflects the new era of advertising, especially 
financial advertising. A large amount of careful deliberation has to go into the 
making of a commercial because of the nature of financial products/services, in 
order to satisfy the objectives of both financial institutions and their consumers. 
The role of ‘affect’ is twofold. Not only does it act as a mediating factor in 
advertising success, but also as a determinant of such an outcome (Batra and 
Ray 1983 p.544; Leather et al. 1994 p.266)
Affective responses refer to emotions and feelings induced by a 
stimulus. When a person is motivated, for example by advertising, there can be
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quite a range of accompanying feelings and emotions that also function in 
shaping the behavioural outcomes (Engel et al. 1995 p.406). These feelings 
can be quite varied, encompassing fear, surprise, sadness, disgust, anger, 
anticipation, joy and acceptance (Edell and Burke 1987 p.424). In other words, 
affective responses are derived from “feelings” which is a component of the 
Tricomponent Attitude Model.
In addition, a piece of research has supported the opinion that affective 
responses are important during the acceptance stage of information processing 
since they help to develop effective communications (Aaker et al. 1986, p.366). 
Even a small amount of emotion depicted in advertising will increase 
customers' attention to that advertisement. A test revealed that the greater the 
intensity of the emotional reaction, the greater the chance that viewers will 
continue to watch the commercials (Franzen 1994 p.85).
In terms of advertising, an advertisement can also work by creating 
feelings that can ultimately influence customers' attitudes and their behaviour. 
"Feeling" advertising is used here to describe advertising for which audience 
feeling response is of primary importance, and usually (but not always) little or 
no information content is involved. It usually is very much execution focused, as 
opposed to message focused, and relies on the establishment of a feeling, 
emotion or mood and the association of this feeling, emotion, or mood with the 
brand. Hence, Aaker (1992, p.224) suggests that it should be clear that all 
commercials can develop feeling or affective responses. However, there might 
be some argument that the most emotional commercials can evoke some type 
of thinking and cognitive activity. Similarly, the most informative advertising
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commercials can evoke some feeling responses. Thus, there is a spectrum 
between pure "feeling" and pure "thinking" advertising according to the relative 
importance of the "thinking response" (refers to any thinking activity about the 
advertisement or brand, usually with the potential to change beliefs) as 
opposed to the affective or feeling response. (Aaker et al. 1992 pp.224-225)
Many researchers (Batra and Ray 1986 p.234; MacKenzie et al. 1986 
p.130; Burke and Edell 1989 p.69) agree that feelings have four impacts. First, 
they can affect the amount and nature of the thinking response. Positive 
feelings may promote positive thought since people are in a good mood and 
thus evaluate the brand attitude positively. Second, feelings can also work by 
"transforming" the experience. Third, feelings can work by creating a positive 
attitude toward the advertisement directly through the kinds of "peripheral" 
mechanisms and indirectly through increasing the favourability of evaluation of 
the advertisement's characteristics. The fourth and final way in which these 
feelings that have been evoked by an advertisement can become directly 
associated with the brand in information processing. The result could be an 
effect on the brand attitude or brand choice or both.
Edell and Burke (1987, p.424) found that the feelings or affective 
responses could be affected by an advertisement. The feelings that were 
generated by the advertisement were different conceptually from thoughts 
about the advertisement. An evaluation judgement of feelings therefore could 
be an important variable in explaining consumers' attitude towards the 
advertising (p.422-426).
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Apart from feelings, emotion also causes significant affective responses. 
Its primary task in advertising is often to express the emotions advertisers 
associate with the use of the advertised product (Franzen 1994 p.84). The 
emotional reactions of customers influence advertising likeability. Pieters (1990) 
said:
"Emotions form the tie between individuals...A centrai 
human urge is the need for contact"
(Franzen 1994 p.90)
Emotion is the feeling of being close to someone, of having a bond with 
them. That is advertising could help an institution to be close to their customers 
if that advertisement has been produced to evoke the emotional feelings of 
customers, that is affective responses. These emotional reactions influence 
advertisement likeability. Franzen (1994 p.86) suggested that when customers 
know too little about a product and that product is complicated to assess, they 
are inclined to follow their feelings and just choose a product which makes 
them feel good. When a good feeling is evoked by advertising it reduces the 
need to process its cognitive content (Franzen 1994 p.86; MacKenzie and Lutz 
1989 p.48-51). Thorson (1991) also agrees with this idea and revealed that 
when people have experienced an emotion strongly, they are more inclined to 
say that their choice has been influenced positively (Franzen 1994 p.86).
The conceptual framework of attitude toward the advertisement (Figure 
5-5) shows three main variables effecting the consumers' attitude toward the 
advertisement through peripheral processing or the affective approach. Those 
variables are attitude toward the advertiser, attitude toward advertising and 
mood. However, it was found later that could be produced from both the
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cognitive and affective approach (MacKenzie and Lutz 1989 p.50).
(i) Attitude toward the advertiser
The affective responses of consumers, which is the reaction that is 
produced by stimulus, are expected to carry some weight in the formation of 
attitude toward the advertisement. The attitude toward the advertiser is defined 
as a learned predisposition to respond in a consistently favourable or 
unfavourable manner toward the sponsoring organisation, consistent with the 
Fishbein definition of attitude. Unlike attitude to the advertisement, attitude 
toward the advertiser is seen as representative of an accumulation of both 
information and experience acquired over time (MacKenzie and Lutz 1989 
p.53). However, the research revealed that there is a possibility that the attitude 
toward the advertiser could affect perceptions of advertisement, which is a 
variable of the cognitive approach. Therefore, this variable will be controlled by 
ignoring the name of the advertiser when the advertisement is shown to an 
audience in the empirical studies of this thesis.
(ii) Attitude toward advertising
This variable actually refers to two meanings. First, it is defined as a 
learned predisposition to respond in a consistently favourable or unfavourable 
manner toward advertising in general (MacKenzie and Lutz 1989 p.54). 
Second, it refers to the attitude toward the advertisement itself. The latter is the 
feeling of customers after being exposed to an advertisement (Burke and Edell 
1989 p.67). A direct effect of the attitude towards advertising on the attitude 
towards the advertisement through a process of generalisation is also likely; 
that is, a consumer's general affective reaction to advertising has a tendency to
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effect his or her attitude toward any specific advertisement. (MacKenzie and 
Lutz 1989 p.54)
Crane (1991, p. 112) argued that respondents may believe that 
advertising is manipulative, misleading and deceptive in terms of its social 
impact advertising. And they may have positive economic effects toward 
advertising in terms of economic impact, for example, lowering the product 
prices. Canadian respondents have mixed feelings about advertising. While 
they see the value of advertising in terms of impact on the economy, in 
providing information and assisting them in making purchase decisions, they 
have concerns about the amount of advertising and its ability to manipulate 
and/or mislead consumers (Crane 1991 p.113). Theorelli and Sentell (1982) 
found that Thai consumers generally had a favourable attitude towards 
advertising overall, but were often negative in their feelings about particular 
characteristics of advertising, such as persuading people to buy things they 
should not buy (Parley and Johnson 1994 p.8). People with a more positive 
attitude toward advertising in general were found to be more receptive to an 
advertisement (James and Kover 1992 p.78). It has been suggested that 
advertising practitioners must be conscious to have more than one-side 
feelings toward advertising in their researches (Crane 1991 p. 115; James and 
Kover 1992 p.78). That is they should not include either only those who are 
pessimistic or those who are optimistic about the advertising. There should be a 
variety of attitudes in the research, 
iii) Mood
Mood is defined as the consumer's affective state at the time of
203
exposure to the ad stimulus. Mood may become associated directly with a 
stimulus object or it may be mediated by cognitive activity wherein the nature of 
information processing is influenced by mood (MacKenzie and Lutz 1989 p.54). 
Batra and Stephens (1994) argued that positive moods increase brand 
attitudes through strong favourable and peripheral effect (p.201). However, the 
important thing is mood is evoked by the persuasive message in an 
advertisement which is effected by an ad stimulus, for example, the television 
programme (Edell and Burke 1987 p.422; Murray and Singh 1992 p.449).
5.3.2 COGNITIVE RESPONSES
The cognitive responses refer to the knowledge and perceptions that are 
acquired by a combination of direct experience with the product and related 
information from various sources e.g. print advertising, television, radio and so 
on (Schiffman and Kanuk 1994 p.242). From the customer's point of view, it is 
possible to say that their cognitive responses are derived from those cognitive 
components in the Tricomponent Attitude Model. That is the knowledge they 
perceive from an advertisement commonly takes the form of the beliefs that the 
consumer believes about that product in the advertisement. In other words, the 
nature of these cognitive responses will determine the acceptance of the claims 
in which the consumer may engage in considerable thinking about the 
advertised product while processing the advertisement (Engel et al. 1995 p.497- 
498; Muehling et al. 1991 p.29). Research (Aaker et al. 1992 p. 188-190) 
revealed that a variety of types of cognitive responses are potentially relevant in 
analysing such a response. A counterargument occurs when the audience
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member argues against the message argument presented by the 
advertisement. A support argument is a cognitive response that affirms the 
argument made by the advertisement. It could involve an affirmation of the logic 
or the conclusion of the advertisement. Although, there are two types of 
cognitive responses evoked by the advertisement, the support argument will be 
positively associated with changes in beliefs.
The cognitive responses can be considered based on the cognitive 
learning approach. This approach emphasises the thought process involved in 
consumer learning, which is reflected by changes in knowledge (Assael 1995 
p. 122). It focuses on determining the way people learn information. Generally, 
consumers learn when they are exposed to information such as, the name of 
the product, slogans, or through advertisement (Foxall and Goldsmith 1994 
p.72). It would be very useful to apply cognitive learning in marketing since it 
helps to understand the process of consumer decision making. That is 
consumers recognise a need, evaluate alternatives to meet that need, select 
the product they believe will most likely satisfy them, and then evaluate the 
degree to which the product meets the need (Assael 1995 p.80,123).
In addition, the Fishbein Model is an interesting model through which to 
investigate consumers' attitude cognitively. Its concept is that attitude toward a 
product is based on the summed set of beliefs about that product's attributes 
(Engel et al. 1995 p.369).
The conceptual framework of attitude toward the advertisement (Figure 
5-5) shows two main variables effecting the consumers' attitude toward the 
advertisement through central processing or the cognitive approach. Those
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variables are advertisement credibility and advertisement perceptions. 
(MacKenzie and Lutz 1989 p.50-51).
(i) Ad credibility
This is defined as the extent to which the consumer perceives claims 
made about the brand in the advertisement to be truthful and believable. It is 
only one of many possible perceptual responses to a commercial stimulus, the 
remainder of which is treated in the second major class of determinants, ad 
perceptions. It should be recognised that the ad credibility is also a special case 
of the ad perceptions. The ad perceptions subsystem that consisted of reaction 
profile and execution of cognitive responses are not causal antecedents of ad 
perceptions, but rather are indicators of ad perceptions. The underlying 
determinants of ad perception are the actual execution characteristics of the ad 
stimulus and the individual's attitude toward advertising in general and in 
particular. The processing and interpretation of executional characteristics is a 
straightforward perceptual phenomenon that would come under the "central 
processing" approach to attitude towards the advertisement formation. 
(MacKenzie and Lutz 1989 pp.51-53)
(ii) Ad perceptions
Ad perceptions are defined as a multidimensional array of consumer 
perceptions of the advertising stimulus, including executional factors but 
excluding perceptions of the advertised brand. The distinction is between brand 
cognitions (i.e. beliefs about the brand) and ad cognitions (i.e. beliefs about the 
ad per sec).
This section implies that attitude toward advertisement is an important
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mediator of customer response to an advertisement. Two types of attitude have 
been discussed that are cognitive and affective. Some suggested that attitude 
toward advertisement is only affective or cognitive. Some suggest that attitude 
to an advertisement consists of both affective and cognitive attitudes. Many 
researches showed that both of them affect the attitude to advertisement, 
however, they could be studied separately. Theoretically, information contained 
in an advertisement would be processed in two ways, that are central 
processing and peripheral processing (ELM). Many researchers have found 
that there are many variables (or antecedents) affecting attitude toward 
advertisements. The advertisement credibility and perceptions are variables 
effecting the attitude through central processing, which effect the cognitive 
element of consumers' attitude. It is also found that the attitude toward the 
advertiser, the attitude toward advertising and mood are variables affecting the 
attitude through peripheral processing which effect the affective element of 
consumers’ attitude. However, consumers may have either positive or negative 
attitudes toward advertising in general which could affect their attitude toward 
the advertisement. As its consequence, this effect might cause inaccuracy of 
any researches about attitude toward advertisement if there are only one-side 
attitudes toward advertising in the survey. Lastly, mood is an affective 
advertisement stimulus, which would be activated through ad stimulus as 
television programmes for example. Therefore, this variable will not be 
measured on this thesis since the aim is to consider consumer responses to 
different types of advertising without relating to any television programmes.
The next section explores researches that had been done on customer
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responses to bank advertising in Thailand. It provides guidelines to form the 
theoretical framework for this particular thesis.
It has already discussed about customer responses to advertising. It is 
now worth to explore how Thai consumers respond to their advertising, 
particularly in banking industry.
5.4 CUSTOMER RESPONSES TOWARDS BANK ADVERTISING IN
THAILAND
As mentioned in section 4.4, in Thailand, the advertising trend is to move 
from a focus on physical content to focus on emotional content because of high 
competition in the financial services industry. Financial advertisers therefore 
tend to move their concentration from traditional product advertising to 
corporate advertising.
Advertising is playing an important role in the Thai financial service 
industry especially in banking. Various media have been used such as 
television, radio, newspaper, magazines and so on. Its various roles have been 
outlined (Ghaisaad 1992 p. 104-106; Pubaupuan 1990 pp. 11-59; Upul 1988 
p. 12-24) as follow:-
a) Advertising is used nowadays to inform customers about banking information 
in order to persuade them to use services at the bank. The information is varies 
from services offered by the bank, interest rate, other promotional services for 
special events, and other responsibilities of the bank to society.
b) Each commercial bank is expanding their branches over the country in order 
to serve more customers to gain market share. Therefore, advertising is useful
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for communicating any bank information to their customers.
c) There is high competition in the Thai financial services industry. Customers 
may select services from any commercial banks and other financial institutions 
since the services they are offering tend to be similar because they are under 
the same financial regulations and are all controlled by the Bank of Thailand. 
The limitations of financial advertising in Thailand (Thammasat University 1990 
pp.25-29) could be summarised as below:-
i) The financial products are in the form of providing services to 
customers. They are limited to having the least differences 
between them according to the financial regulations. That are 
services provided by financial institutions including interest and 
shares’ prices must have the possible difference between them.
ii) The financial regulations do not allow direct comparisons to be 
made between financial institutions.
iii) The financial advertising must be reliable.
Therefore, financial institutions are beginning to recognise the 
importance of advertising, which they had previously ignored. They now use 
advertising as an effective marketing communication tool to gain market share.
d) It is agreed nowadays that advertising is a marketing tool that helps gaining 
economies of scale since it can reach a large amount of customers. It is found 
to be cheaper to spend money on advertising than on personal selling of the 
financial products (Ghaisaad 1992 p. 104).
Rongrin (1990, p.31) suggested that advertising has power, apart from 
being a communication tool, and that marketers could use it as a psychological
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tool to effect consumer attitude which could affect consumers' buying intention 
as its consequence. However, many advertisements are not successful 
(lemchuen 1993 p.5). The advertisements might not be produced well enough 
to draw customers’ attention or they may not contain any elements consistent 
with customers’ satisfaction. It has been found that the aim of financial 
advertising nowadays is not only selling a product, but also creating awareness 
about an institution.
From the interviews, it can be seen that the commercial banks have an 
additional objective of trying to create an image of their institution to their 
customers in order to increase credibility of the bank. Thai banks therefore tend 
to use corporate advertising to build this image of their institutions. An important 
media in the Thai financial services industry nowadays is television. In 
Bangkok, Upul (1988, p.71) found that 75.4% of bank customers aged between 
15-60 years old got banking information from the television compared to other 
media, such as radio, newspaper and magazine. In addition, 55% accepted 
that advertising does effect their decision on selecting a bank.
The problem found is that advertising is not successful. A piece of 
research carried out by Ogiivy and Mather in Thailand (March 1993) found that 
the corporate advertising did not work as well as it should have. Its result 
showed an unmatching statistical result between the preference of a bank and 
preference of bank advertising. An interesting result is that between the 
Bangkok Bank and the Thai Farmer’s Bank. The results for preference for a 
bank showed that up to 54% of customers prefer the Bangkok Bank and 41% 
prefer the Thai Farmers bank (1500 persons were been questioned).
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Unfortunately the result of preference of bank advertising showed that 38% 
prefer the Thai Farmers’ bank advertising compared to 34% who prefer the 
Bangkok Bank advertising.
It can be concluded that the financial advertising in Thailand is an 
important marketing communication tool in gaining market share since there is 
considerable competition in the industry. Financial advertisers are tending to 
move from traditional product advertising to corporate advertising. The most 
popular medium is television. Several research studies have been done on 
customers’ attitude toward financial advertisements in order to improve the 
effectiveness of advertising. However, it has still been found that advertising is 
not successful.
This chapter implies that consumers’ attitude is an important key in 
indicating the effectiveness of advertising. A lot of consumer researches has 
been done because it is essential to understand how consumers react to 
advertising. Their responses toward an advertisement will indicate whether it 
needs an improvement. Two main types of responses are mentioned:- that are 
cognitive responses and affective responses. The cognitive response is derived 
from ad credibility and ad belief which are variables of attitude toward 
advertising through central processing of communication. The affective 
response is derived from attitude toward the advertiser, the advertisement and 
advertising in general. However, mood is also deriving the affective responses. 
It is caused by television programmes.
In the next chapter, I will describe the theoretical framework in order to 
do the research on customers’ attitudes toward advertisements. The research
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aims at investigating two types of customer responses, that are:- cognitive and 
affective responses towards two types of advertising, that are:- product 
advertising and corporate advertising.
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CHAPTER 6 
THEORETICAL FRAMEWORK 
AND 
HYPOTHESES
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This chapter presents how the literature review form a theoretical 
framework for this research. The main research problem is the failure of 
financial advertising.
The reviewed literature found that the advertising used in the financial 
services industry for promoting themselves was not successful. This is true 
also in Thailand. The financial institutions use advertising as an important 
marketing tool since it helps differentiate their financial products and services.
The literature review was done on the marketing of financial services, 
service quality, service communication (advertising), and customer responses 
toward advertising. It revealed that the financial services industry is highly 
competitive. The concept of the 7P’s in marketing has been applied to the 
service industry because of the nature of services (that is, intangibility, 
perishability, heterogeneity and inseparability). Many researchers and 
marketers tend to concentrate on the marketing of services trying to gain 
service quality since customer services are extremely important to the service 
industry. It was established that there is a difficulty on the Gap 4 of the Gap 
Analysis model which is the difference between service delivery and 
communication provided by service providers.
Much research has been carried out on advertising because it has 
been recognises as an important communication tool in the financial services 
industry. The literature review has revealed that communication is important 
in this fiercely competitive financial environment. It is not just the service 
provider who needs to provide information to customers, but customers also 
need to know about services and other relevant information from service
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providers. Advertising plays an important role aiming to communicate 
between service providers and customers. Advertising is important to financial 
services to create awareness of services and institutions.
To have effective advertising, it is important to understand the 
communication process in order to be clear about how a message is 
processed. This reveals how advertising works. There are many types of 
advertising. Two main types are used in Thai financial services:- they are 
product advertising and corporate advertising. The advertising trend is moving 
away from the traditional product advertising to corporate advertising aiming 
to differentiate among financial institutions. It is fundamental to examine 
customer behaviour in order to measure the effectiveness of advertising. In 
this case, customer responses towards advertising are the key to be tested. 
There are two types of responses, which are cognitive and affective 
responses. These responses could be derived from variables of customers' 
attitudes in line with the information processing (ELM) after exposing them to 
an advertisement.
The ad credibility and ad belief are two variables of attitude toward the 
advertising that could derive cognitive responses through central processing 
communication. Attitude to advertisement is a variable of customers’ attitude 
deriving from peripheral processing. It is concerned with the responses that 
customers feel after being exposed to an advertisement.
The research will concentrate on these two specific types of responses 
in order to examine customer attitude to advertising. In addition to this main 
interest, the research will try to observe whether consumer responses could
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be a part of consumers’ intention to select an institution (consumers’ 
conative). The research model is shown in the figure 6-1.
Figure 6-1 : The research model
Yes No
Bank
No Yes
Bank
Ad BeliefAd
Credibility
Attitude 
toward Ad
AFFECTIVE
RESPONSES
Attitude toward 
Advertising
CORPORATE
ADVERTISEMENT
COGNITIVE
RESPONSES
PRODUCT
ADVERTISEMENT
Exposure to Advertisement
Source: The present researcher
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Hence, the research concentrates on three main questions:
1. Are there any differences in the level of cognitive responses and affective 
responses towards an advertisement?
2. Do corporate advertising and product advertising generate different types 
of responses?
3. How will these different responses to each type of advertising affect the 
intention to select an institution?
The hypotheses are constructed to investigate these main elements of
the research; as follows:
Hi : If respondents have been exposed to corporate advertising, they will
have low cognitive responses.
Hi : If respondents have been exposed to corporate advertising, they will
have high affective responses.
Hs : If respondents have been exposed to product advertising, they will
have high cognitive responses.
H4 : If respondents have been exposed to product advertising, they will
have low affective responses.
Hs : If respondents have high affective responses towards the corporate
advertising, they will be favourably inclined to the banking institution 
featured in the corporate advertising.
Hs : If respondents have low affective responses towards the corporate
advertising, they will not be favourably inclined to the banking institution 
featured in the corporate advertising.
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H? : If respondents have high cognitive responses towards the product
advertising, they will be favourably inclined to the banking institution
featured in the product advertising.
Hs : If respondents have low cognitive responses towards the product
advertising, they will not be favourably Inclined to the banking institution
featured in the product advertising.
Exposure Response
Cognitive Affective
Prediction
Product
Advertisement
Hs high H7 favourable
H4 low
low H8 not favourable
high
Corporate
Advertisement
High
Low Hs not
Hi low
H2 high Hs favourable
The next chapter will deal with the research methodology. It covers how 
the fieldwork was planned and carried out; what statistical method was used; 
and how the questionnaires were designed.
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7.1 INTRODUCTION
The purpose of this chapter is to describe the steps taken in exploring 
the hypotheses stated in the previous chapter, explaining how the research 
problem was approached, operationalised, measured, and analysed. The 
method used for this research purpose is explained, the population defined, 
and the sampling method determined. Furthermore, the construction of the 
questionnaire is reviewed.
7.2 OBJECTIVE
The central purpose of this study is to investigate the difference in 
customer responses, that is cognitive responses and affective responses, to 
different types of advertising used in the financial services industry in Thailand. 
The cognitive responses and affective responses of prospective customers are 
measured after watching two types of television bank advertising (product & 
corporate).
The fieldwork consisted of a preparatory stage, the main fieldwork and 
validation interviews. The preparatory stage consisted of two pilot studies. In 
the first pilot study, the analysis was done in two ways. The first analysis did not 
show any support for the hypotheses and the sample found it difficult to 
respond. Therefore, the data was analysed in a different way. In the second 
pilot study, both the research and the questionnaire were adjusted in the light of 
experience from the first pilot study. The second pilot study results gave a clear 
outcome. Therefore, the same form of research method was adopted for the
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main study. The result of the main study supports the hypotheses, but there is 
still the question of whether a pre-conditioned statement affects customer 
responses. The validation study was then carried out. The research method 
and questionnaire for the validation study were similar to the main study, except 
the pre-conditioned statement was excluded.
7.3 SAMPLING
7.3.1 SAMPLING FRAME
An ideal sampling frame for this study would be a list of bank customers 
living in Bangkok, Thailand. The sample was randomly selected from complete 
maps of Greater Bangkok. The age of respondents was between 18-50, which 
is used for Thai advertising research as the main target group of bank 
customers. The sample was divided into 4 groups, which will be discussed 
later. Each group tended to have an equal distribution of sex, age, education 
and salary.
7.3.2 SAMPLE SIZE
In the first pilot study, the sample was made of 40 people divided into 
four groups of 10. In the second pilot study, the sample was 20 people divided 
into two groups of 10. In the main study, the sample consisted of 600 people 
divided into two groups of 300. The sample size of this study was calculated as 
follows (Sand 1990 p.367; Chisnall 1992 p.103):
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E = ± 1 .9 6 M
E = Error which was set up at 5%
p = proportion answering
q = 100-p
n = sample size
In this case the proportion of respondents expected to answer was about 
80%, since the second pilot survey showed that 20 people out of 25 persons 
answered the questionnaires. Actually, there should have been only 250 people 
in the sample if the target error is about 5%, based on the formula above, but 
experts from advertising agencies in Thailand suggested a sample of 600 
because they were expecting a much lower response rate; the actual turnout 
yields an error of about 3%. The purpose is both to get a clear outcome and to 
represent bank customers of the greater Bangkok area.
In the validation study, 60 Thai people in the UK were selected. This was 
about 10% of the main sample, aiming to validate the findings of the main 
study.
7.3.3 SAMPLING METHOD
The population is Bangkokian. There are about 1.5 million families in 
Bangkok (Ministry of Interior, 1994) which is divided into 38 areas according to 
City Planning (Ref: Department of City Planning Bangkok Metropolitan
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Administration, Bangkok, 14 January 1994).
The sample was chosen with the following characteristics:-
1 ) Age between 18-50, in order to represent bank customers
2) Both sexes would be selected equally in order to reduce bias and to
approximate the distribution of the population.
Stage 1 Ten out of thirty-eight areas were selected randomly, based on
the density of families in each area (Appendix 8). It is one-fourth or about
twenty-five percent of all areas. Most of the agencies and research institutes
would use only 10% of the area to represent the Bangkokians (Keeranun,
1994, p.405).
The ten areas are:-
Pranakorn Klongsan
Phra Khanong Pathomwan
Dusit Phaya Thai
Lad Prao Huay Kwang
Pasee Chareon Klongtoey
Stage 2 Interval Sampling was used in order to select the sample
randomly in the main study (Haskins & Kendrick 1993 pp. 147-148).
In the first pilot study, four people were selected randomly from each of 
the ten areas. In the second pilot study, two people from each area were 
selected. In the main study, the sample was selected from the same ten areas. 
Firstly, a road in each area was selected randomly. Then one person living in 
every fifth house of that road was selected to answer the questionnaires. There 
were some conditions as follows:-
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a) The selected family must have a television in the house, otherwise the next 
family on the same road was selected. The reason for this was that a videofilm 
of the advertisement would be shown to the respondents before answering the 
questionnaire. A video recorder was carried by the researcher and connected to 
the respondents' television set if they did not have one.
b) The member of the family was selected according to educational qualification 
that is in order of preference: Postgraduate or higher. Graduate, Diploma, and 
High School. This is because the result of the first pilot study showed that most 
of the respondents who answered “3” on the 5-point scale had a low level of 
education and could not make up their minds. Secondly, most advertising 
researchers (for example Celuch and Slama 1995; MacKenzie and Lutz 1989, 
1986; Lastovicka 1983; Schlinger 1979) used only business students.
The survey showed that everyone had a television set, but only about 
70% of the sample had a video recorder. From the sample selected on the 
above conditions, about 60%-70% of people were prepared to answer the 
questionnaires.
The sampling method of the validation study was different from the 
above. The sample was randomly selected from the list of Thai students from 
the Thai Students’ Office who are studying in the UK, aged 18-50 years.
7.4 METHODOLOGY
There are many marketing research methods and qualitative 
assessments which are now acknowledged to be vital tools, especially in
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relation to consumer behaviour (Chisnall 1992 p.11). At the same time, where 
quantitative methods have been lacking, this has led to considerable 
controversy over the validity of findings (Chisnall 1992 p.11). As such, 
quantitative methods are still used by many researchers to enable them to 
provide concrete results.
In this particular research, observational procedures were necessary 
because the research concerns the actions of consumers and their responses 
to advertisements (Hedrick et al. 1993 p.72). Many alternative methods such as 
non-participant observation, group discussions and Kelly's technique (Herzog 
1996; Creswell 1994; Miles and Huberman 1994; Hedrick et al. 1993; Chisnall 
1992) were considered. Although all these methods have advantages, their 
drawbacks limit what the research can find out. Non-participant observation is 
rarely sufficient by itself; it yields information at a certain level but it does not 
reveal hidden motives (Chisnall 1992 pp.32-34). It could also be an expensive 
method to collect data (Hedrick et al. 1993 p.72) because it requires long hours 
of waiting around for something to happen (Herzog 1996 p.45). It also lacks 
scientific objectivity (Herzog 1996 p.46) and the researcher must be well-trained 
and have good observation skills, othenvise it may cause bias in the results 
(Creswell 1994 p. 40,150).
Group discussion is not suitable for this research. Indeed, it is not 
thought to be suitable as a permanent feature of any research methodology. 
The reason being that the outcome of group discussion is wide and it is, 
therefore, difficult to analyse it in such a way as to achieve a result in line with
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the research aim of examining certain variables within a limited time frame 
(Chisnall 1992 p.11). It is also difficult to obtain a reliable result because few 
people can accurately describe their behaviour (Chisnall 1992 p.11). Moreover, 
since it provides only qualitative information, the method lacks research validity 
(Chisnall 1992 p.11) and there remains serious concern about the influence of 
one participant on another.
Kelly's technique is based on a repertory grid of interviewing and 
classifying subjects (Chisnall 1992 p. 176). Although it is suitable to look at how 
an individual's view of the world interacts with messages, it has been given 
relatively little attention for marketing analysis (Chisnall 1992 p. 177). What 
alternative it has had seems to indicate that its analysis is limited. 7 have been 
concerned with only four cases in which it has been used to categorise a market” 
(Chisnall 1992 p. 178).
The decision to proceed by means of a questionnaire survey (Chisnall 
1992 p.39-40) was for the following reasons:-
1) Most other studies that have been examined in the literature have used the 
questionnaire method. One benefit of using the same method is to be able to 
describe its established validity and reliability. It is also important for there to be 
grounds on which comparisons can be made between the studies.
2) The questionnaire method is referred to as the backbone of most surveys 
and a method of obtaining specific information about a defined problem so that 
the data, after analysis and interpretation, results in a better appreciation of the 
problem (Chisnall 1992 p. 109).
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3) The research focuses on human behaviour; the questionnaire method elicits 
information about the respondents’ behaviour (Chisnall 1992 p.11) by collecting 
primary data directly from respondents and looking at their interaction on each 
variable of responses to advertisements (Chisnall 1992 p.39).
4) Since a Thai bank sponsored this project, the sponsor was keen to reach as 
high a level as possible in the sample and indicated preference for this form of 
survey.
With these constraints in mind and after discussion of the subject with 
other researchers and practitioners, the survey method was finally adopted. 
The questionnaires were designed based on the literature review on services 
marketing, advertising and consumer behaviour.
There are two variables of attitudes that are Ad credibility and Ad belief, 
which are measured as cognitive responses. This is because these variables 
are theoretically processed through the central processing of information. 
Attitudes towards advertisements are measured as affective responses 
because they are theoretically processed through peripheral processing. 
Attitudes in advertising in general are asked in order to elicit responses that 
indicate a variety of attitudes. This would prevent distortion, which would 
happen if the survey had only respondents who are biased in one way towards 
advertising. In other words, there would be bias in the survey if there are either 
only respondents who have a positive attitude or only those who have a 
negative attitude.
In order to test the hypotheses, the required information was gathered
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and is shown in table 7-1 below.
Table 7-1 The form of information processing
Group Bank Advertisement Questionnaire
1 Corporate advertisement Cognitive responses
2 Corporate advertisement Affective responses
3 Product advertisement Cognitive responses
4 Product advertisement Affective responses
Each type of advertising was selected as the stimulus for this research, 
that is. Corporate and Product bank television advertisement. Experts from 
advertising agencies and public relations departments of banks were invited to 
view 50 bank advertisements. The aim was to select an advertisement that has 
a clear objective.
In the first pilot study, the selected 90-seconds corporate advertisement 
and 30-seconds product advertisement were about an international service i.e. 
“Visa Card” (Appendix 8). The result of the study (which will be discussed later) 
showed that the respondents were not interested in the “Visa Card”. The 
advertisements did not represent corporate and product advertising clearly. The 
advertisements that were used in the second pilot study, were changed. 
Experts in advertising agencies and public relations departments of banks 
suggested selecting new advertisements that represented better corporate and 
product advertisements and showed a product suitable for Thai customers. The 
experts suggested a 60 seconds corporate advertisement without any related 
services being offered and also suggest a 30 seconds product advertisement 
that shows a service offered by a bank (i.e. a gift cheque). The advertisements
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are shown in Appendix 9. The advertisements were also tested in the second 
pilot study by asking respondents to give their opinion about the type of 
advertisement seen. The objective was to ascertain that the selected 
advertisements were appropriate to each type of advertisement and could be 
used in the main study.
In the main study and the validation study, the advertisements were the 
same as shown in the second pilot study.
The researcher visited each selected respondent at his/her house and 
showed each person a videofilm of an advertisement. Then, each respondent 
was asked to answer the questionnaire. The time of visiting each house was 
about 15 minutes to answer the questionnaire and another 15-20 minutes to 
have an informal interview. An alternative method would have been to invite all 
respondents in the sample to sit together in one room to watch the video and 
answer the questionnaire. However, the researcher avoided this option and 
decided instead to visit respondents individually. This helped the sample feel 
comfortable and at ease watching a videofilm and answering the questionnaire 
in their houses. As a consequence, the sample would be able to give more 
representative answers because they did not need to worry that they might not 
respond intelligently. Another reason for selecting this method was that the 
sample did not have anyone to talk to or discuss the advertisement, which 
might have affected their answers. Further, it might have been difficult to get 
people's attention to participate in the survey in a group and, therefore, their 
responses might not have been representing what they themselves had in
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mind. Apart from that, the approach selected helped to save time and money 
because the researcher selected the sample and asked them to complete the 
questionnaire at the same time. This proved useful, especially when the main 
study was being carried out. Since the sample size of the main study was large, 
it would have been logistically difficult and very expensive to invite 600 persons 
to come in and answer the questionnaires at the same time.
7.4.1 THE FIRST PILOT STUDY
The first pilot study was analysed in two ways. The researcher collected 
the information in Bangkok, between 23-30 August 1995. In the first analysis, 
the data was processed in three stages during 1 September - 9 October 1995. 
A 5-point Likert scale that varies from Strongly Agree to Strongly Disagree, was 
used in the pilot study. The sample of 40 people was randomly selected as 
discussed earlier, with ages in the range 18-50. The respondents all lived in 
Bangkok. The sample was then divided into 4 main groups of 10 people. Each 
group watched a videofilm of one type of advertisement and answered one set 
of questionnaires which is the same as shown in table 7-1. In this way, the 
respondents concentrated on one particular situation and did not mix their ideas 
with another type of advertisement or another set of questionnaires. The 
stimulus was the product and the corporate bank advertisements shown in 
Appendix 8.
The statistical analysis was done using SPSS/PC+ which processed the 
value of F.Prob. By convention, statistical analysis is done on a 99%, 95% or
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90% confidence interval (Kvanli et al. 1992 p.230). A 95% confidence interval is 
the most common since it has been adapted for a great deal of advertising 
research in similar situations in Thailand (Suntaranond 1996; lemchuen 1993; 
Siriyuvasak 1990). ANOVA was used to determine if the stimulus (Corporate 
advertisement or Product advertisement) had a significant effect on each of the 
variables (cognitive responses and affective responses) (Kvanli et al. 1992 
p.387). An informal discussion took place after respondents completed the 
questionnaires.
In the second analysis of the first pilot study, the 5-point Likert scale was 
changed to a dichotomous scale. Since the result showed that there was no 
difference in responses, a scale larger than the 5-point Likert scale would have 
made it harder for the respondents to answer. The dichotomous scale was 
thought more appropriate for this project because it would force respondents to 
select one answer.
The calculations were carried out using the raw data from the previous 
survey analysed in a new way. The criterion was that respondents who 
answered "3" would be ignored and counted as void; those who answered "1 or 
2" would be counted as answering "NO"; and those who answered "4 or 5" 
would be counted as answering "YES". The outcome showed that there were 
some differences between cognitive and affective responses to each type of 
advertisement, however, the result was not clear enough to support or reject 
the hypotheses. The research methodology was modified for the second pilot 
study.
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7.4.2 THE SECOND PILOT STUDY
The information was also collected in Bangkok, between 27 November - 
10 December 1995. The research method was improved; first, a dichotomous 
scale was used to measure customer responses. Second, the sample was 
randomly selected as discussed earlier, but the form of the survey was 
modified. Two alternatives were considered. The first was to divide the sample 
into two main groups and ask them to answer both questionnaires but watch 
only one type of advertisement. The second was to divide the sample into two 
main groups and ask them to answer one set of questionnaires but watch both 
advertisements. Experts from advertising agencies and from public relations 
departments of Thai banks suggested that the first alternative would be more 
appropriate. The respondents would thus not confuse the two types of 
advertisement when they came to answer a set of questionnaires. Therefore, 
the first alternative was selected for the second pilot study.
The sample was divided into 2 main groups of 10 people. The size of 
sample was reduced for the purpose of faster processing of the results due to 
the limited time available. Each group was exposed to a videofilm of only one 
type of advertisement but was asked to answer both types of questionnaire, i.e. 
Cognitive and Affective. The purpose was to let the respondents recognise the 
difference between the two types of questionnaire about the same 
advertisement. The order of completing the questionnaire was random. The 
respondents picked up the two sets of questionnaire themselves. They decided
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which set of questionnaire they wanted to answer first. The information was 
processed as shown in table 7-1.
Apart from the research method and the form of survey were modified, 
the stimuli were changed to new series of a product and a corporate bank 
advertisements, as shown in Appendix 9. The product advertisement was about 
a gift cheque offered by a bank. The advertisement informs people how to get 
the cheque and how to use it. The corporate advertisement was about the 
image of a bank, having the slogan "Customers are important to the bank". The 
content represents customers with a tiger and a cat. Its message is that if a 
customer does not want to feel like a cat, he should use the bank's services 
and feel like a tiger.
Lastly, the Thai translation of the questionnaires was modified to make it 
easier to understand. In both types of questionnaire, a pre-conditioned 
statement was included to clarify the differences between “think” and “feel” i.e. 
the researcher asked the respondents to concentrate on their cognitive 
responses when they were answering the cognitive questionnaire and to 
concentrate on their affective responses when they were completing the 
affective questionnaire. Another question was added at the end of the 
questionnaire asking the respondents to identify which type of advertisement 
was shown to them. The purpose was to test whether both new advertisements 
were appropriate for the research. An informal discussion with the respondents 
took place to ascertain that the revised questionnaires were understandable.
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7.4.3 THE MAIN STUDY
The information was also collected in Bangkok, between 20 January - 20 
February 1996. A dichotomous scale was used. The statistical results were 
processed in the same way as the second pilot study. The binomial test and the 
chi-square test were used to test the statistical results. The binomial test is 
appropriate to the data that was collected based on a dichotomous scale and 
would show whether there is a statistical difference between the number of 
respondents who answered "Yes" or "No". The chi-square test is used to 
analyse the relationship between the responses and demographic 
characteristic (Kvanli et al. 1992 pp.524-525).
The sample was divided into 2 main groups of 300 persons each (Figure 
7-1). Each group was exposed to only one type of advertisement but was asked 
to answer both types of questionnaire.
600 persons
Corporate Product
Advertisement Advertisement
300 persons 300 persons
Group 1 Group 2 Group 3 Group 4
Q.set 1 Q.set 2 Q.set 1 Q.set 2
Cognitive Affective Cognitive Affective
responses responses responses responses
300 sets 300 sets 300 sets 300 sets
Figure 7-1 : Survey Plan
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Some respondents were selected for an informal interview after 
completing the questionnaires. The purpose was to check their views on some 
points for the benefit of analysing the results. The interview content was used to 
support analysis that will be discussed in Chapter 9.
7.4.4 THE VALIDATION STUDY
The validation study was set to find out whether the pre-conditioned 
statement in the main study affects the result of the survey. The pre­
conditioned statement was included in both sets of questionnaire. In the 
cognitive questionnaire it stated that respondents had to think about the 
advertisement. In the affective questionnaire, it stated that respondents had to 
use their feelings toward the advertisement.
This analysis aims to check whether the results of Thais living in the UK 
and answering the questionnaires without the pre-conditioned statement, still 
support the hypotheses in the same way as the results of those who live in 
Thailand. The results would also reveal if there is any difference between pre­
conditioned questionnaires and non-pre-conditioned questionnaires with regard 
to responses and selection of banks.
The data collection was carried out in two periods between 9-19 June 
1996 and 7-27 August 1996, according to the availability of respondents in the 
UK. There was no pre-conditioned statement on either set of questionnaires. 
The bank advertising used was the same as in the second pilot study and in the
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main study in Thailand. A dichotomous scale was used. The statistical results 
were processed and the binomial test was used as in the main study.
The sample size for the validation study was 60 Thais who live in the 
UK. The size was set so as to contain not less than the equivalent of 10% of 
respondents to the main study. The survey plan was the same as in the main 
study. Thirty people were asked to watch a product bank advertisement and to 
answer questionnaire set 1, which concerns cognitive responses, and set 2, 
which concerns affective responses. The other thirty people were asked to 
watch a corporate bank advertisement and to answer both sets of 
questionnaire. In addition, an informal interview took place after the 
respondents completed the questionnaires in order to be certain of their 
responses.
7.5 QUESTIONNAIRE DESIGN
Two sets of questionnaires were prepared. They are shown in Appendix
1. The Appendix 1A was designed for the first pilot study. Since the study was 
not as successful as expected because of language difficulties, questions were 
adjusted to suit the Thai meanings of the language as shown in Appendix 1B. 
Questionnaire Set 1 :
This questionnaire was designed to study the cognitive responses of the 
sample by measuring Ad credibility and Ad belief. All questions are based on 
the "Viewer Response Profile (VRP)" by Schlinger 1979 and "Relevance, 
Confusion and Entertainment" by Lastovicka 1983. In section 1 of the
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questionnaire, the aim was to obtain some details about the respondents to be 
assured that each group has similar characteristics. In section 2, both questions 
were set by the researcher in accordance with the literature. The aim was to get 
a range of attitudes towards advertising in general. This helped to limit bias of 
one-sided attitudes as mentioned earlier e.g. having only negative or only 
positive attitudes toward advertising could affect a particular ad stimulus. 
Therefore, whether respondents answer "yes" or "no" to these two questions, 
all answers are processed. Section 3 is the key to this questionnaire. The 
purpose was to look at cognitive response after the respondents had seen the 
advertisement. Therefore the main question of section 3 is "What do you think 
about the advertisement?".
"Cognitive Response" can be measured by considering:
a) Ad Belief : This refers to relevant information (Questions 7 & 8) and 
ad cognition (Question 9) which helps us to know what respondents think about 
the advertisement
b) Ad Credibiiity : This refers to respondents' attitude to the message of 
an advertisement. This can be measured by looking at how credible the 
advertisement is. It includes how believable, reasonable, convincing, and 
honest it is seen to be. Questions 10 & 11 help reveal this type of cognitive 
response.
Questions 12 & 13 were set specifically to look at the behavioural 
intention to see whether it would have any affect on cognitive responses. In 
other words, the aim is to check whether the cognitive responses affected by
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the advertisement possibly lead to behavioural intention.
Questionnaire Set 2 :
This set was designed to study the affective responses of respondents 
by measuring attitudes towards advertisement. All questions were based on the 
"Viewer Response Profile (VRP)" by Schlinger 1979 and "Relevance, 
Confusion and Entertainment" by Lastovicka 1983. In section 1, questions were 
set to obtain details about respondents to ensure that each group has similar 
kinds of respondents. In section 2, both questions were set in accordance with 
the literature to cope with the "bias" problem. To reduce the bias of a one-sided 
attitude toward advertising, the researcher tried to capture a range of attitudes 
toward advertising. Section 3 is the key to this questionnaire. The purpose was 
to look at affective response after respondents have seen the advertisement 
and therefore the main question of section 3 is "How do you feel about the 
advertisement?".
"Affective Response" can be measured by looking at the topics, which 
have been covered in section 3.
Attitude to advertisement refers to feelings of respondents towards the 
advertisement, and includes entertainment, empathy and confusion. Questions 
7, 8 & 9 help reveal this attitude.
Questions 10 & 11 were set in order to discover the feeling of 
respondents towards the image of the institution after seeing the advertisement. 
This is in response to the literature that states that creating the image of a 
financial institution is the new trend in Thai bank advertising.
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Questions 12 & 13 were also set specifically to look at the behavioural 
intention and whether it would have any effect on affective responses. In other 
words, the aim is to check whether affective responses are affected by the 
advertisement and possibly lead to a particular behavioural intention.
The next chapter is concerned with the analysis of the results of the first 
and the second pilot studies. The main study and the validation study will be 
discussed in Chapter 9.
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CHAPTER 8
ANALYSIS AND FINDINGS
(PART I)
8.1 THE FIRST PILOT STUDY
8.1.1 ANALYSIS I
8.1.2 ANALYSIS II
8.2 THE SECOND PILOT STUDY
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This chapter will present and analyse the findings of two pilot studies. In 
the first pilot study, there are two analyses because the methodology has been 
changed. The findings will be shown, including the reason why the methodology 
had been changed in order to test the hypotheses accurately. The second pilot 
study is then analysed to see whether the result supports the hypotheses. If it 
does, the form of survey and its methodology will be used in the main study 
with large sample size.
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8.1 THE FIRST PILOT STUDY
8.1.1 ANALYSIS I
The hypotheses was tested at a 95% confidence level. ANOVA was 
used to determine if the stimulus (Corporate advertisement or Product 
advertisement) had a significant effect on each of the variables (cognitive 
responses and affective responses) (Kvanli 1992 p.568). The ANOVA 
procedure was based on a comparison of two estimates of variance that are 
estimates of variation among the sample means and estimates of variation 
within each of the samples. This statistical test follows an F distribution, which is 
known as F-test (Kvanli et al. 1992 p.390). The F Prob value interprets whether 
the hypotheses are accepted.
estimated population variance based on 
the variation among the sample means
estimated population variance based on 
the variance within each of the samples
The results of surveying four groups of customer responses to the 
corporate advertisement and the product advertisement were processed by 
using SPSS/PC+. The process was divided into three steps. Their statistical 
results are shown in Appendix 2.
I. STEP1
This study does not intend to consider the relationship between sex, 
age, education and salary of respondents and the hypotheses. Its purpose is to 
consider customer response reasonably and to consider how customers make 
their decisions. The results were identified by considering questions 7 to 13 in
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both sets of questionnaires. The cognitive responses (Questionnaire set 1) and 
affective responses (Questionnaire set 2) were considered and processed 
separately.
It was difficult to compare the relationship between four groups 
simultaneously as hypotheses that had been set. However, it was possible to 
compare two groups. The statistical analysis was adapted in order to consider 
the following.
Set 1 : The difference between respondents who answered cognitively after 
watching the corporate advertisement and who answered cognitively after 
watching the product advertisement (i.e. the difference between Group 1 and 
Group 3). The Null hypothesis (Ho) and the Alternate hypothesis (Hi) are set as 
follows.
Ho : Group 1 = Group 3
Hi : Group 1 ^  Group 3 
Set 2 : the difference between respondents who answered affectively after 
watching the corporate advertisement and who answered affectively after 
watching the product advertisement (i.e. the difference between Group 2 and 
Group 4).
Ho : Group 2 = Group 4
Hi : Group 2 ^  Group 4
The F Prob. of each question in both sets (as shown in Appendix 2) is 
higher than the confidence level, .05. This means the ANOVA results of set 1 
show that there is no difference in cognitive responses between respondents
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who watched the corporate advertisement and those who watched the product 
advertisement. In addition, the ANOVA of set 2 show that there is no difference 
in affective responses between respondents who watched the corporate 
advertisement and those who watched the product advertisement.
An example will be given here to explain this in detail. The results of 
question 7 in set 1 aim to show the difference in cognitive responses among 22 
customers:-10 who watched the corporate advertisement and 12 who watched 
the product advertisement. The Alternative hypothesis (Hi) assumed that both 
types of advertisements would have different levels of cognitive responses. The 
value of F Prob. that was processed by SPSS/PC+ is 0.5615 which is higher 
than 0.05. Therefore, the Null Hypothesis (Ho) is accepted and the Alternative 
hypothesis (Hi) is rejected. This shows that the respondents who watched the 
product advertisement and corporate advertisement do not have different 
cognitive responses. In Set 2, the result of question 7 can be interpreted in the 
same way as above. Since the F Prob. is 0.6402, the alternative hypothesis 
was also rejected which means that the respondents who watched the product 
advertisement and the corporate advertisement do not have different affective 
responses. It can also be said that both types of advertisements do not affect 
customer responses, leading to their decision as to which bank to choose.
Conclusively processing questionnaire using SPSS/PC+, the results 
show that there is no difference in customer responses, both cognitive and 
affective responses in product advertisement and corporate advertisement 
which do not support the hypotheses.
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This study did not achieve the statistical results expected. This may be 
because respondents could not distinguish between the Product advertisement 
and the Corporate advertisement.
II. STEP 2
Since the statistical analysis in step 1 did not satisfactorily support the 
hypotheses, the method was therefore modified. In step 2, the analysis 
concentrates only on the difference between cognitive responses and affective 
responses. It ignores types of advertisements because none of the 
respondents (4 groups, 45 persons) show any difference in the two types of 
responses between the two types of advertisement. Therefore, information of 
both sets of questionnaires was rearranged into 2 new sets:- 
Set 1 : Respondents who gave cognitive responses and watched either product 
advertisement or corporate advertisement (that is Group 1 and Group 3).
Set 2 : Respondents who gave affective responses and watched either product 
advertisement or corporate advertisement (that is Group 2 and Group 4).
In order to process mathematical data according to the statistical 
analysis method, it is important to assign the answers of each question, in each 
set, to be suitable for processing in the SPSS/PC+ programme as follows.
Set 1 : Question 7 = (7.1+7.2+7.3)73
Question 8 = (8.1+8.2)72 
Question 9 = (9.1+9.2)72 
Question 10 = (10.1+10.2+10.3+10.4+10.5)75 
Question 11 = (11.1+11.2+11.3+11.4)74
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Set 2 : Question 7 = (7.1+7.2+7.3+7.4)74
Question 8 = (8.1+8.2+8.3+8.4)74 
Question 9 = (9.1+9.2+9.3+9.4)74 
Question 10 = (10.1+10.2)72 
Question 11 = (11.1+11.2)72 
Code : 7.1 represents the first question of question 7
7.2 represents the second question of question 7
7.3 represents the third question of question 7
7.4 represents the fourth question of question 7
The Code has been set as above to get the average of the value of each 
question in both sets which do not have the same size of attribute to be able to 
make the comparison. Each value of the average can be calculated by dividing 
all small questions in each question with the number of attributes.
The new hypothesis for consideration is set as follows 
HoiSetl  =Set2 
Hi : Set 1 Set 2 
Condition
Set 1 represents respondents who gave Cognitive Responses.
Set 2 represents respondents who gave Affective Responses.
Confidence interval .05. The statistical result is shown in Appendix 2.
In question 7, ANOVA shows that respondents gave different cognitive 
and affective responses since F Prob. is 0.0411 which is less than the 
confidence interval .05 as has been set before. Therefore, Hi is accepted and
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Ho is rejected. This means it is certain that there is a difference in this question 
for both sets.
In question 8, ANOVA also shows that there is a difference between 
cognitive and affective responses since F Prob. is .0001 which is less than 
confidence interval .05; Hi is accepted.
In question 9, ANOVA shows no difference between Cognitive and 
Affective responses since F Prob. is 0.9597 which is higher than confidence 
interval .05. The Hq is accepted and Hi is rejected.
In questions 10 and 11, the statistical analysis does not show any 
difference between Cognitive and Affective since F Prob. is higher than 
confidence interval .05 : 0.1377 and 0.1827 respectively.
In questions 12 and 13, the statistical analysis shows that there is a 
difference between cognitive responses set and affective responses set since 
the F Prob. is less than confidence interval .05 : 0.0140 and 0.0144 
respectively.
The results of questions 7, 8, 12 and 13 showed that there was a 
difference between cognitive and affective responses, but the results of 
questions 9,10 and 11 did not show a difference between two responses. It 
can be concluded that there actually is a difference between cognitive and 
affective questions. However, the questionnaire may not be translated well for 
the respondents to understand.
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III. STEP 3
The analysis of Step 1 did not show a relationship between two types of 
advertisement (that are product advertisement and corporate advertisement) 
and two types of responses (that are cognitive and affective responses). The 
analysis of Step 2 showed a difference between two types of responses without 
considering types of advertisement. This analysis of both steps still do not 
support the hypotheses successfully.
The test of Step 3 aimed at finding the difference between customer 
responses that have been exposed to each type of advertisement i.e. to test 
whether there is a difference between cognitive responses and affective 
responses of those who watched the corporate advertisement, that is the 
difference between Group 1 and Group 2. The test also considers whether 
there is a difference between the responses of those who watched the product 
advertisement, that is the difference between Group 3 and Group 4.
The process was done twice separately, that is the analysis was done 
firstly on the customers who watched the Corporate advertisement and gave 
either Cognitive or Affective responses (Group 1 and Group 2). Secondly, the 
analysis was conducted on customers who watched the Product advertisement 
and gave with either Cognitive or Affective responses (Group 3 and Group 4). 
Hypothesis for the statistical analysis in Step 3 
Ho.Set l =Set2 
Hi : Set 15^  Set 2
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Condition
Set 1 represents respondents whose answer was Cognitive
Set 2 represents respondents whose answer was Affective
1st Time Set 1 and Set 2 compare only among those who watched a
Corporate advertisement 
2nd Time Set 1 and Set 2 compare only those who watched a
Product advertisement.
The findings could be analysed in two parts. The first part analyses only 
those who watched the corporate advertisement; the second part analyses only 
those who watched the product advertisement. The statistical data is shown in 
Appendix 2.
/. Corporate advertisement
The analysis of responses by those who watched a corporate 
advertisement is carried out by considering Group 1 and Group 2. Each 
question will be examined.
In question 7, the statistical analysis shows that the F Prob. is 0.2472 
which is higher than the confidence interval .05. Therefore, Null Hypothesis (Ho) 
is accepted and Alternative Hypothesis (Hi) is rejected. That means there is no 
difference between the Cognitive and Affective responses given by 
respondents who have seen the Corporate advertisement.
Noticeably, the results of Question 8 reveal that there is a difference 
between cognitive responses and affective responses because the F Prob. is
0.0014 which is less than the confidence interval .05.
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The statistical analysis of Questions 9-13 shows that F Prob. of each 
question is higher than the confidence interval, therefore Ho is accepted. It can 
be implied that there is no difference between affective responses and cognitive 
responses towards the corporate advertisement.
II. Product advertisement
The responses of those who watched a product advertisement are 
analysed based on Group 3 and Group 4. Each question will be considered.
The results of questions 7, 9, 10, 11 and 13 show that there is not 
statistical significant between affective and cognitive responses towards the 
product advertisement since F Prob. is slightly higher than the confidence 
interval of .05.
In Question 8, the statistical analysis reveals that there is a difference 
between affective and cognitive responses of customers who watched a 
product advertisement.
The statistical analysis of Question 12 shows that there is a difference 
between affective and cognitive responses after respondents watched product 
advertisement. It is possible that the difference in response could affect the 
respondents' decision about becoming bank customers.
To conclude, the result of step 3 represents whether there is a difference 
in two types of responses towards each type of advertisement. It reveals that 
there is a difference between cognitive and affective response towards each 
type of advertisement. However, the outcome is not clear.
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8.1.2 ANALYSIS II
Since the outcome of the first analysis was unclear, new methodology 
was introduced as mentioned in section 6.4.1. The Dichotomous scale was 
used. The result is shown in Appendix 3. The outcome of the second pilot study 
was also not clear even though the new method was applied. It was found that 
the responses of the respondents who watched the Corporate advertisement 
(Group 2) or the Product advertisement (Group 4) had similar affective 
responses that are the respondents have high affective responses to the 
corporate advertisement of up to 84.83%, and they have high affective 
responses to the product advertisement of up to 80%. This is different from the 
expected result, which should be as follows.
a) There should be low affective responses to the product advertisement. A 
higher percentage of respondents should answer “No” to the affective 
questionnaire when they watched the product advertisement.
b) There should be higher affective responses to the corporate advertisement 
than those to the product advertisement.
Considering the respondents who watched the corporate advertisement 
(Group 3) or the product advertisement (Group 1), their cognitive responses 
were very similar, that is 50.34% and 58.59% respectively. This is not 
consistent to the expected results, which should be as follows,
a) There should be higher percentage of “No” responses to the cognitive 
questionnaire when they watched the corporate advertisement.
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b) There should be higher percentage of “Yes” responses to the cognitive 
responses when they watched the product advertisement than to the 
corporate advertisement.
However, the findings of the studies of Group 1 and Group 2 showed 
that those who watched the corporate advertisement had higher affective 
responses (84.83%) than cognitive responses (58.59%) which was similar to 
the expected result. Unfortunately, when the comparison was made between 
Group 3 and Group 4, the result showed that those who watched the product 
advertisement had higher affective responses (80%) than cognitive responses 
(50.43%) which was not similar to the expected result.
Since more respondents answered "Yes" than "No" in every case, it is 
possible to conclude that the sample was not a good quality one. Perhaps the 
respondents did not understand the questions or the advertisement might not 
get its idea across.
It is critical to consider the weakness of the first pilot study. The criticism 
is based on the findings, the informal discussion with respondents and the 
opinion of experts in agencies and banks. Since the outcomes were unclear, 
some adjustments had to be made to tailor the questions to the situation in 
Thailand for these reasons as follows:-
1) Generally, most Thai people have a good attitude towards Thai commercial 
banks, therefore it is quite difficult to reveal the difference between the 
corporate advertisement and the product advertisement and the difference 
between the affective and the cognitive responses.
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2) The majority of commercial banks in Thailand run their business as a 
monopoly and seem to be family businesses. Meanwhile they still obtain legal 
protection (Commercial Banking Act of 1992). Under the Act, the Bank of 
Thailand is entrusted with supervising the commercial banks and has the power 
to prescribe the cash reserve ratio, the maximum rates for loans and deposits 
and the ratio of capital funds to risk assets. The Bank also acts as a last resort 
lender for commercial banks by giving short-term loans against government 
securities and making rediscount facilities available.
3) It is possible that the education of respondents may have a bearing on their 
cognitive and affective responses. It is difficult for poorly educated people to 
understand the questions and express their responses towards an 
advertisement.
4) Questions that had been set up may not be suitable for the advertisements 
that were used in this fieldwork.
5) Respondents were not be able to understand the questions clearly because 
the translation was not good enough.
6) The interview after completing the questionnaires revealed that the product 
on both advertisements concerned with visa card is not familiar to some 
respondents. They were then not interested in the advertisement. 
Consequently, they did not pay much attention to answering the questionnaires.
Therefore, the second pilot study must be carried out with new 
limitations of the research as given below:-
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1) The test advertisements should be exchanged for new ones which are more 
easily understandable and more suitable to questionnaires. In the first pilot 
study the product advertisement featured the VISA card, which is not widely 
used in Thailand and so it was difficult for the respondents to understand. The 
corporate advertisement should also be changed to a better one. The new 
product advertisement featuring general bank services was selected. A new 
corporate advertisement was also selected. These new advertisements were 
chosen by considering their objectives and by expert opinion, to ascertain their 
suitability for evaluation as corporate and product advertisements.
2) The Thai translation of the questionnaire should be modified to make it more 
comprehensible for the respondents and to be suitable for the newly selected 
advertisements.
3) Samples would be reduced to 20 people rather than 40 people to obtain 
faster processing and results because of the limited time available.
8.2 THE SECOND PILOT STUDY
The result of the second pilot study, as shown in Appendix 4, is quite
satisfactory. The outcome supports the hypotheses. It was found that the
respondents who watched the corporate advertisement and answered the 
affective Questionnaire (Group 2) showed that up to 80.91% gave affective 
responses. Only 19.09% did not give affective responses to the corporate 
advertisement. There is 75% of the respondents who watched the corporate 
advertisement and answered the cognitive questionnaire (Group 1) showed that
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they did not give cognitive responses. Another 25% gave cognitive responses 
to the corporate advertisement. Considering the groups exposed to the same 
type of advertisement but different types of questionnaires, that is between 
Group 1 and Group 2, the result revealed that the respondents showed 
affective responses positively (by answering "Yes") to the corporate 
advertisement and showed their cognitive responses negatively (by answering 
"No") to the corporate advertisement.
For those who watched the product advertisement and answered the 
cognitive questionnaire (Group 3), the result revealed that they gave cognitive 
responses 75.71%. Only 24.29% did not give cognitive responses to the 
advertisement. In addition, the respondents who watched the product 
advertisement and answered the affective questionnaire (Group 4) showed that 
70% did not give affective responses and 30% gave affective responses to the 
advertisement. Considering the groups exposed to the same type of 
advertisement but different types of Questionnaire, that is between Group 3 
and Group 4, the result revealed that the respondents showed their cognitive 
responses positively (by answering "Yes") to the product advertisement but 
showed their affective responses negatively (by answering "No") to the product 
advertisement.
If considering the groups exposed to the same type of questionnaire but 
different types of advertisement, that is between Group 1 and Group 3, the 
result showed that the respondents had higher cognitive responses to the 
product advertisement (75.71%) than cognitive responses to the corporate
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advertisement (25%). The comparison between Group 2 and Group 4 showed 
that the respondents had higher affective responses to the corporate 
advertisement (80.91%) than affective responses to the product advertisement 
(30%).
Considering decisions regarding selecting a bank, it is noticeable that 
the respondents (Group 4) did not give affective responses to the Product 
advertisement but there were 30% would like to become a bank customer 
(considering from Question 13). This may be because the advertisement is able 
to create a good impression on the customers. The respondents who answered 
the cognitive questionnaire and watched the corporate advertisement (Group 1) 
showed that they did not give cognitive responses to the corporate 
advertisement and also disagree to be a bank customers (considering from 
Questions 12 and 13).
The second pilot study gave clear result that there was a difference 
between two types of responses (cognitive and affective) towards different 
types of advertisement (product and corporate). The informal discussion with 
respondents indicates that the adjusted translation of questionnaires is 
acceptable. It is also easy for them to answer the questions on the dichotomous 
scale. They understand the advertisements clearly. The researcher tested the 
stimuli by asking the respondents what type of advertisement they think it is. 
The results are shown in the table below.
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Questions/ Groups Group 1 Group 2 Group 3 Group 4
a) The advertisement shown is a 
product advertisement 9 9 9 9
b) The advertisement shown is a 
corporate advertisement 1 1 10 10
10 10 10 10
It shows that those advertisements selected have a quite clear 
orientation towards being corporate and product advertisements. They are 
therefore suitable stimuli to be used in the main study.
This chapter implies that the second pilot study gives clearer outcome 
than the first pilot study. Therefore, the research method of the main and 
validation studies follows the method in the second pilot study. The 
dichotomous scale will be used. The new corporate and product 
advertisements that were used in the second pilot study will also be stimuli for 
the main and validation studies. The form of survey will be the same as in the 
second pilot study i.e. the respondents will be asked to watch one type of 
advertisement and to answer both sets of questionnaires. All the statistical 
analyses of the main and the validation studies will be discussed in the next 
chapter.
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CHAPTER 9
ANALYSIS AND FINDINGS (PART II)
9.1 THE MAIN STUDY
9.1.1 SAMPLE PROFILE
9.1.2 ATTITUDE TOWARDS ADVERTISING
9.1.3 ANALYSIS I
9.1.4 ANALYSIS II
9.2 THE VALIDATION STUDY
9.2.1 SAMPLE PROFILE
9.2.2 ATTITUDE TOWARDS ADVERTISING
9.2.3 ANALYSIS OF VALIDATION STUDY
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This chapter is the second part of the analysis of the research. It will 
present and analyse the findings of the main study and the validation study.
First, the research will examine the findings of the main study which are 
central to the research findings. The analysis begins by looking at the sample 
profile aiming to show the distribution of sample size representing Bangkokians 
aged between 18-50, with various education and salary levels. Then the 
attitude towards advertising will be looked at, elicited in questions 5 and 6 in 
both types of questionnaires. The purpose is to show that the selected samples 
represent various attitudes in order to limit bias (this may occur if there is one 
type of attitude more than another type of attitude). After this, the analysis will 
concentrate on examining the responses towards the advertisements in order 
to consider whether the findings support the hypotheses. The responses 
depend on the pre-conditioned statement in both sets of questionnaires. The 
responses are concerned with cognitive and affective responses to the 
advertisement and responses to select a bank. This represents Analysis I. 
Furthermore, Analysis II will examine the relationship between demographics 
and responses in order to consider whether the findings provide additional 
support to Analysis I to support the hypotheses.
Secondly, the validation study will be examined. Since the findings of the 
main study leave some doubt as to whether the pre-conditioned statement 
would affect the responses, the validation study aims to find out what 
responses there would be if there was no pre-conditioned statement.
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9.1 THE MAIN STUDY
9.1.1 Sample Profile
The sample profile presents the distribution of the sample of the main 
study that had been selected randomly as mentioned in Chapter 7.
Table 9-1 Respondents by Gender
Sex/Group Group 1 Group 2 Group 3 Group 4
Male 150 150 150 150
Female 150 150 150 150
Total 300 300 300 300
Table 9-2 Respondents by Age
Age/Group Group 1 Group 2 Group 3 Group 4
18-22 yrs. 30 30 33 33
23-27 yrs. 61 61 54 54
28-34 yrs. 93 93 94 94
35-41 yrs. 72 72 76 76
42-50 yrs. 44 44 43 43
Total 300 300 300 300
Table 9-3 Respondents by Education
Education/Group Group 1 Group 2 Group 3 Group 4
High School 25 25 27 27
Undergraduate 131 131 129 129
Postgraduate 99 99 95 95
Others 
* Primary 10
1
34
10
1
34
3 3
* Secondary
* Certificate
4
42
4
42
Total 300 300 300 300
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Table 9-4 Respondents by Salary
Income/Group Group 1 Group 2 Group 3 Group 4
< 17,500 Baht 75 75 81 81
17,500-24,999 Baht 69 69 66 66
25,000-32,499 Baht 89 89 84 84
32,500-39,999 Baht 46 46 38 38
> 40,000 Baht 21 21 23 23
Total 300 300 300 300
9.1.2 Attitude towards advertising
The questions are set in order to elicit the customer response to 
television bank advertising in general. The aim is to have various responses 
(that are positive, negative or no difference) from the sample. There should not 
be only one type of response since it may result in bias.
Table 9-5 below shows that of respondents in Group 1 and 2, 49% 
enjoyed watching television bank advertising, 14.7% did not enjoy watching the 
television bank advertising, and 36.3% declared no difference; 49.7% of the 
respondents in Group 3 and 4 enjoyed watching television bank advertising, 
12.7% did not enjoy watching the television bank advertising, and 37.7% 
declared no difference. It can be seen that the 55.3% of the respondents in 
Groups 1 and 2 had positive impression of bank advertising, 13% had negative 
impression and 31.7% had no opinion. 55.7% of the respondents in Groups 3 
and 4 had a positive impression of bank advertising, 12.3% had a negative 
impression and 32% had no opinion.
Although most of the respondents enjoy watching the television bank 
advertising, there are a number of respondents who have negative impressions
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or have no opinion about television bank advertising. This result show a variety 
of responses which are bias free.
Table 9-5 Respondents by attitude towards advertising
Question/Group Group 1 Group 2 Group 3 Group 4
Q.5 Enjoy 147 147 149 149
Do not enjoy 44 44 38 38
No Difference 109 109 113 113
Total 300 300 300 300
Q.6 Positive 166 166 167 167
Negative 39 39 37 37
No opinion 95 95 96 96
Total 300 300 300 300
9.1.3 ANALYSIS I
Analysis I examines the result of responses towards the advertisements 
that the respondents had watched. The data is shown in Appendix 5. There are 
two parts of analysis I.
Part I The cognitive and affective responses to the advertisement will be 
analysed.
Part II The responses to select a bank will be analysed.
In Part I, the analysis considers the responses of each group and also 
compares the responses between two groups that answered the same set of 
questionnaires but watched different type of advertisements. The comparison 
aims to look at whether there is a difference in cognitive responses between 
those who watched a corporate advertisement and those who watched a
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product advertisement. Another comparison focuses on the difference between 
two types of responses of those who watched a corporate advertisement and of 
those who watched a product advertisement. The binomial test, which is a non- 
parametric test, was used. The P-value indicates whether the hypotheses were 
accepted. P-value is the probability of the value of the test Z (Kvanli et al. 1992 
p. 192) as follows:-
Z = X - n p
V w - f )
where:-
a) np is population mean
b) ^ n p (l -  p )  is standard deviation
c) X  is number on success out of n trials
In Part II, the data from questions 12 and 13 is analysed to see the 
effect of responses in relation to the decision of selecting a banking institution.
I. ANALYSIS I - P a /t/
The analysis begins by considering the responses to the advertisement 
by those who answered the cognitive questionnaire (Questionnaire set 1) i.e. 
Groups 1 and 3. Then the analysis is done on those responses by whom 
answering affective questionnaire (Questionnaire set 2).That are Groups 2 and 
4. Each group is analysed respectively as follows,
a) Group 1
Group 1 are those who watched a corporate advertisement and 
answered the cognitive responses questionnaire (Questionnaire set 1). The 
results are shown in Appendix 5.
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The answer "Yes" means that the respondents give cognitive responses after 
watching the corporate advertisement.
The answer "No" means that the respondents do not give cognitive responses 
after watching the corporate advertisement.
The results of Group 1 show that 91.7% of all responses agreeing that 
the corporate advertisement did not make them produce cognitive responses. 
Only 8.3% produce cognitive responses to the corporate advertisement.
Each factor of the cognitive responses is considered in detail as follows:-
1. Ad Belief
The ad belief is a factor affecting cognitive responses. It is also known 
as "ad cognition" which means the beliefs about the advertisement. In order to 
determine whether there is an ad belief, it is important to check the relevant 
news or information of services offered by a bank in that advertisement. It is 
also essential to measure how valuable the information in that advertisement is. 
(MacKenzie and Lutz 1989 p.53; Schlinger 1979 p.206; Lastovicka 1983 p.209)
The results show that 100% responses to questions 7 and 8 do not think 
that the corporate advertisement they had seen provided any relevant news or 
information about the services of the bank. 87.5% of responses to question 9 
did not think that the corporate advertisement was worthwhile in terms of 
providing valuable information about banking services. This supports the 
hypotheses that the respondents who had been exposed to the corporate 
advertisement have low cognitive responses (Hi).
However, 12.5% think that the corporate advertisement also contains 
some valuable information (question 9). According to an interview given after
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completing the questionnaire, it could be explained that those respondents do 
not need lots of information to select a bank. They think that the information 
provided by the advertisement is sufficient.
2. Ad Credibility
The ad credibility is a variable of cognitive responses; it refers to 
respondents' attitude to the message of an advertisement (MacKenzie and Lutz 
1989 p.53). It can be measured by looking at how credible or truthful the 
advertisement is in general.
The results of question 10 result show that 87.1% of all responses did 
not think that there was any credible message in the corporate advertisement. 
The advertisement did not provide reliable information confidence in using the 
bank’s services. Question 11 also shows that 88.7% of all respondents agree 
that the advertisement did not convince them cognitively to try the bank’s 
services. The results support the hypothesis that the respondents who watched 
a corporate advertisement had low cognitive response (Hi).
Overall, the results for Group 1 show that most of the respondents deny 
having cognitive responses after watching the corporate advertisement. It 
supports the Hi that when the respondents watch the corporate advertisement, 
they have low cognitive responses.
In order to statistically test whether the respondents, who watched the 
corporate advertisement and answered the cognitive questionnaire, denied 
having cognitive responses higher than accepted having cognitive responses. 
The binomial test was used on every question.
The hypothesis in the Binomial test was as follows;
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Ho: When the respondents watch the corporate advertisement and answer the 
cognitive questionnaire, there is no difference in the probability of answering 
"Yes" or "No".
Hi: When the respondents watch the corporate advertisement and answer the 
cognitive questionnaire, there is a lower probability of answering "Yes" than 
"No".
Pi = the probability of answering "Yes"
?2 = the probability of answering "No"
Ho : Pi = P2 = 0.5
Hi : Pi < P2
According to the Binomial test, the Z-value or 2-tailed P = 0.000.
Therefore, 1-tailed P is 0.000. It can be compared with the .05 as the
confidence level. The 1-tailed P value is lower than .05 which means that Ho is 
rejected. It means, at the confidence level 95%, it is true that when the 
respondents watched the corporate advertisement and answered cognitive 
responses, they were more likely to answer "Yes" less than "No". This means 
the respondents do not have high cognitive responses when they watch the 
corporate advertisement. It supports Hi.
b) Group 3
The next group to be analysed was Group 3. In this group, the 
respondents watched a product advertisement and answered the cognitive 
response questionnaire (Questionnaire Set 1). The results are shown in 
Appendix 5.
The answer "Yes" means that the respondents give cognitive responses after 
watching the product advertisement.
266
The answer "No" means that the respondents do not give cognitive responses 
after watching the product advertisement.
The result of group 3 shows that 91.3% of all responses give cognitive 
responses after watching the product advertisement. Only 8.7% did not give 
cognitive responses towards the advertisement. It supports the Hs that when 
the respondents are approached by the product advertisement, they would 
have high cognitive responses.
In detail, the results of each factor of cognitive responses is shown as 
follows:
1. Ad Belief
About 97.2%-100% of respondents (question 7 and 8) agree that the 
product advertisement provides information about the services offered by a 
bank. Approximately 91.8% of responses to questions 8 and 9 reveal that the 
respondents think that the information they perceived from the advertisement is 
of value to them (question 9). However, only 2%-8% (question 7,8 and 9) deny 
having cognitive responses to the product advertisement. An interview after 
completing the questionnaire shows that this small group of respondent 
requires more information from a bank advertisement.
Therefore, the results show that most of the respondents have high 
cognitive responses after watching the product advertisement which supports 
Ms.
2. Ad Credibility
In question 10, 92.1% of responses show credibility in the message of 
the advertisement. Respondents think that its message is reliable. The results
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of question 11 show that 87.6% of responses agree that the message of the 
advertisement convinced them about the banking services. These results 
support Hs, where respondents had been presented with the product 
advertisement, and had high cognitive responses.
The results of questions 7 to 11 support the hypothesis that when the 
respondents watched the product advertisement, they had high cognitive 
responses (Hs).
In order to test whether more respondents who watched the product 
advertisement and answered the cognitive questionnaire (Questionnaire set 1) 
would give cognitive responses than would deny giving cognitive responses, the 
binomial test was used on every question.
The hypothesis in the Binomial test was as follows:
Ho: When the respondents watch the product advertisement and answer the 
cognitive questionnaire, there is no difference in the probability to answer "Yes" 
or "No".
Hi: When the respondents who watch the product advertisement answer the
cognitive questionnaire, there is a higher probability to answer "Yes" than "No".
Pi = the probability of answering "Yes"
P2 = the probability of answering "No"
Ho: Pi = P2 = 0.5 
Hi: Pi > P2
According to the Binomial test, the Z-value or 2-tailed P = 0.000. 
Therefore, 1-tailed P is 0.000. It can be compared with the .05 as the 
confidence level. The 1-tailed P value is lower than .05 which means that Ho 
was rejected. It means, at the confidence level 95%, it is true that when the
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respondents watched the product advertisement and had cognitive responses, 
they would be more likely to answer "Yes" than "No". That means the 
respondents gave high cognitive responses when they watched the product 
advertisement.
The analysis had shown the results of two groups who answered the 
same type of questionnaire, that is cognitive questionnaire, but watched 
different types of advertisement. Next, Groups 2 and 4 are analysed to consider 
the responses of those answered the affective questionnaire but watched 
different types of advertisements,
c) Group 2
In Group 2, the respondents were asked to watch the corporate 
advertisement and to answer the affective responses questionnaire 
(Questionnaire Set 2). The results are shown in Appendix 5.
The answer "Yes" means that the respondents give affective responses after 
watching the corporate advertisement.
The answer "No" means that the respondents do not give affective responses 
after watching the corporate advertisement.
The results showed that 91.3% of all responses having affective 
responses after watching the corporate advertisement. Only 8.3% did not give 
affective responses after watching the advertisement. It can be determined that 
the corporate advertisement produced a high level of affective responses.
In particular, affective responses consist of many factors of "Attitude to 
Ad". They are entertainment, confusion, empathy, and the image of an 
advertisement.
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1. Entertainment
Entertainment was a factor affecting affective responses (MacKenzie 
and Lutz 1989 p.53; Schlinger 1979 p.206; Lastovicka 1983 p.209). Question 7 
showed that 100% respondents agreed that the corporate advertisement was 
entertaining. It supported the H2 that the respondents had high affective 
responses after watching the corporate advertisement.
2. Confusion
Confusion is a factor of affective responses (MacKenzie and Lutz 1989 
p.53; Schlinger 1979 p.206; Lastovicka 1983 p.209). It was used to measure 
whether the respondents could understand the corporate advertisement clearly. 
The results of question 8 revealed that about 88.67% of responses agree that 
the advertisement was clearly understood by the respondents. It supports H2 
that when the respondents watch the corporate advertisement, they have high 
affective responses.
3. Empathy
Empathy is another affective factor of attitude to advertising (MacKenzie 
and Lutz 1989 p.53; Schlinger 1979 p.207; Lastovicka 1983 p.209). It referred 
to the sensitivity of respondents to the advertisement they watched. The 
questions were set to measure whether the respondents found the corporate 
advertisement realistic. Question 9 showed that 79.2% of responses feel that 
the corporate advertisement was realistic and that the advertisement was acting 
out what they felt. It supports H2 that respondents who watched the corporate 
advertisement agree to having high affective responses.
270
However, 20.8% of responses showed that the respondents did not find 
the corporate advertisement realistic. That means they had low affective 
responses after watching the corporate advertisement. The interview, 
conducted after the completion of the questionnaire showed that they would not 
like to have the same feeling as shown in the advertisement. This could be 
criticised that it is concerned with the individual behaviour. The research 
consists of respondents with varied demographics e.g. different educational 
backgrounds can cause different responses which could be the basis of future 
study.
4. Image of the advertisement
The image is an important affective factor of "attitude to advertising". It 
must be considered whether the corporate advertisement creates the image of 
a banking institution (leumchuen 1993 p.50-53; Upul 1988 p.6-7). Questions 10 
and 11 measure whether the respondents understand the image of a bank and 
whether the advertisement leaves them with a good feeling towards an 
institution, e.g. the respondents might be proud of the institution after watching 
the advertisement.
The results show that 100% of responses to the questions 10-11, agree 
that the corporate advertisement provides a clear image of a bank. Therefore, 
the result supports H2 that the respondents have high affective responses after 
watching the corporate advertisement.
Overall, the result of questions 7 to 11 show that most of the 
respondents have high affective responses towards the corporate 
advertisement, which supports H2.
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To test whether the respondents who watched the corporate 
advertisement and answered the affective questionnaire would be more likely to 
agree than deny having affective responses, the binomial test was used for 
every question.
The Z-value or 2-tailed P = 0.000. Therefore, 1-tailed P is 0.000. It can 
be compared with the .05 as the confidence level. The 1-tailed P value is lower 
than .05 which means that Ho is rejected. It means, at the confidence level 
95%, it is true that when the respondents watched the corporate advertisement 
and answered affective responses, they would answer "Yes" more than "No". 
That means the respondents agree to having high affective responses when 
they watched the corporate advertisement,
d) Group 4
Group 4 respondents watched a product advertisement and answered 
the affective responses questionnaire (Questionnaire Set 2). The results are 
shown in Appendix 5.
The answer "Yes" means that the respondents give affective responses after 
watching the product advertisement.
The answer "No" means that the respondents do not give affective responses 
after watching the product advertisement.
Most of the respondents (92% of all responses) answered "No". It 
means most of them did not give affective responses after watching the product 
advertisement. Only 8% give affective responses after watching the 
advertisement. It can be deduced that the product advertisement stimulates low 
affective responses in respondents.
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Specifically, it is interesting to consider each factor of affective 
responses as follows:
1. Entertainment
Question 7 shows that almost 100% of responses did not give that the 
product advertisement was entertaining. That means most of them did not give 
affective responses to the advertisement. Therefore, the result supports H4.
2. Confusion
The result of question 8 shows that 86% of responses denied feeling 
positively toward the product advertisement. However, 14% of them agree that 
they were not confused by the advertisement. However, the majority of the 
results support H4 that when the respondents have been exposed to the 
product advertisement, they would have low affective responses.
3. Empathy
The results of question 9 shows that 84.7% of responses did not make 
them feel that the advertisement related to what they felt. It supports H4 that the 
respondents who watched the product advertisement have low affective 
responses.
4. Image of the advertisement
The results show that 92%-100% of responses denied that the product 
advertisement provided the image of a bank. Most of them agree that the 
advertisement did not leave them with a good feeling about using the bank 
advertised. It supports H4 that the respondents who watched a product 
advertisement have low affective responses.
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However, the results of questions 7 to 11 show that there are about 
9.7% who feel that they have affective responses toward the product 
advertisement. The interview given after respondents completed the 
questionnaire revealed that those respondents felt that the advertisement was 
entertaining.
Overall, the results of questions 7 to 11 clearly showed that most of the 
respondents gave low affective responses after watching the product 
advertisement, which supports H4.
To test whether the respondents who watched the product 
advertisement and answered the affective questionnaire gave higher “No” 
responses to affective responses than “Yes” responses to affective responses, 
the binomial test was used on every question.
The results show the Z-value or 2-tailed P = 0.000. Therefore, 1-tailed P 
= 0.0000. It can be compared with the .05 as the confidence level. The 1-tailed 
P value is lower than .05 which means that Ho is rejected. It means, at the 
confidence level of 95%, it is true that when the respondents watched the 
product advertisement and answered affective responses, they would be more 
likely to answer "Yes" than "No". That means the respondents gave low 
affective responses when they watched the product advertisement.
As well as analysing the result of each group, it is worth considering the 
result by comparing groups. The results should also support H1-H4 as in the 
previous analysis. If not, it is essential to find out what the problems are. The 
comparison which is important to look at is between those who answered the 
same type of questionnaire but watched different types of advertisements (that
274
is between Groups 1 and 3, and between Groups 2 and 4. The comparison of 
the latter case would be done by considering the actual result which is shown in 
Appendix 5.
e) The comparison between Group 1 and Group 3
It shows the difference of cognitive responses between those who 
watched the corporate advertisement and those who watched the product 
advertisement. The results show that the respondents give higher cognitive 
responses when they watched the product advertisement (91.4%) than when 
they watched the corporate advertisement (8.3%).
In order to consider the content in detail, each factor of the cognitive 
questions was analysed.
1. Ad Belief
It was shown that the respondents have higher ad belief in the product 
advertisement than in the corporate advertisement. The results of questions 7 
and 8 in Group 1 reveal that no respondent believes that the corporate 
advertisement provides any relevant news or information about bank services. 
However, the results in Group 3 show that almost all respondents believe that 
the product advertisement gives relevant information about services. In 
question 9, the respondents accept the fact that the product advertisement 
contains more valuable information (91.8%) than the corporate advertisement 
(12.5%). The results show that the product advertisement has higher cognitive 
responses than the corporate advertisement.
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2. Ad Credibility
In question 10, about 92.1% of responses show that the respondents 
believe in the information in the product advertisement, which is higher than 
their belief in the corporate advertisement. In question 11, the respondents 
were more convinced by the information in the product advertisement (87.6%) 
than in the corporate advertisement (11.3%). Both questions show that the 
respondents have higher cognitive responses when they watched the product 
advertisement than when they watched the corporate advertisement.
The overall results show that the respondents who watched the product 
advertisement have high cognitive responses and the respondents who 
watched the corporate advertisement have low cognitive responses. These 
support Hs and Hi respectively.
In order to test whether the respondents who watched the product 
advertisement gave cognitive responses more than the respondents who 
watched the corporate advertisement, the binomial test was used, comparing 
the results of Groups 1 and 3 for every question.
The hypothesis in the Binomial test was as follows:
Ho; There is no difference in cognitive responses between the respondents 
who watch the product advertisement and those who watch the corporate 
advertisement.
Hi: There is a higher probability that the respondents will answer "Yes" to the
cognitive response when they watch the product advertisement than those who
watch the corporate advertisement.
Ps = the probability of answering "Yes" of Group 3
Pi = the probability of answering "Yes" of Group 1
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Ho: P3 = Pi = 0.5 
Hi: P3 > Pi
According to the Binomial test, the Z-value or 2-tailed P = 0.000. 
Therefore, 1-tailed P is 0.000. It can be compared with the .05 as the 
confidence level. The 1-tailed P value is lower than .05 which means that Ho is 
rejected. This means, at the confidence level of 95%, it is true that the 
respondents in Group 3 answer "Yes" more frequently than those in Group 1. 
That means the respondents who watched the product advertisement have 
higher cognitive responses than those who watched the corporate 
advertisement.
Therefore, the comparison between Group 1 and Group 3 shows that 
there is a difference of cognitive responses between those who watched the 
corporate advertisement and those who watched the product advertisement. It 
shows that the respondents have high cognitive responses when they watch 
the product advertisement and the respondents have low cognitive responses 
when they watch the corporate advertisement. These support Hs and Hi 
respectively.
f) The comparison between Group 2 and Group 4 shows the difference of 
affective responses between those who watched the corporate advertisement 
and those who watched the product advertisement. The results show that the 
respondents give higher affective responses when they watch the corporate 
advertisement (91.3%) than when they watch the product advertisement (8%).
In order to consider the content in detail, each attitude toward 
advertisement which is affective responses is analysed as follows:
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1. Entertainment
Considering question 7, the respondents show that the corporate 
advertisement (99%) is more entertaining than the product advertisement 
(0.7%). That is the respondents give higher affective responses to the 
corporate advertisement than to the product advertisement.
2. Confusion
The results of question 8 showed that the respondents have a clearer 
picture of the corporate advertisement (88.7%) than of the product 
advertisement (14%). That means the respondents give higher affective 
responses to the corporate than to the product advertisement.
3. Empathy
Considering question 9, there was a higher possibility that the corporate 
advertisement makes the respondents feel that the advertisement was acting 
out what they felt (79.2%) than the product advertisement does (15.3%). It 
means the respondents preferred to accept that they felt like the advertisement 
shown when they watched the corporate advertisement than when they 
watched the product advertisement. This means that the respondents have 
higher affective responses when they watched the corporate advertisement 
than when they watched the product advertisement.
4. Image of the advertisement
Questions 10 and 11 revealed that the respondents felt more positive 
towards the bank when they watched the corporate advertisement (100%) than 
the product advertisement (about 10%). It shows that the corporate
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advertisement elicits higher affective responses than the product 
advertisement.
In order to test whether the respondents who watched the corporate 
advertisement would agree to having had higher affective responses than the 
respondents who watched the product advertisement, the binomial test was 
used by comparing the results of Groups 2 and 4 on every question.
The hypothesis in the Binomial test was as follows:
Ho: There is no difference in affective responses between the respondents who 
watched the product advertisement and those who watched the corporate 
advertisement.
Hi: There is a higher probability that the respondents will answer "Yes" to the 
affective response when they watch the corporate advertisement than those 
who watch the product advertisement.
P2 = the probability of answering "Yes" of Group 2
P4 = the probability of answering "Yes" of Group 4
Ho : P2  = P4  = 0.5
Hi : P2> P4
According to the Binomial test, the Z-value or 2-tailed P = 0.000. 
Therefore, 1-tailed P is 0.000. It can be compared with the .05 as the 
confidence level. The 1-tailed P value was lower than .05 which means that Ho 
was rejected. This means, at the confidence level of 95%, it is true that the
more respondents in Group 2 answered "Yes" than those in Group 4. That
means the respondents who watched the corporate advertisement have higher 
affective responses than those who watched the product advertisement.
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Therefore, a comparison between Group 2 and Group 4 showed that 
there was a difference of affective responses between those who watched the 
corporate advertisement and those who watched the product advertisement. It 
shows that the respondents have high affective responses when they watched 
the corporate advertisement and the respondents have low affective responses 
when they watched the product advertisement. These support the H2 and H4 
respectively.
As mentioned earlier, there was another comparison that should be 
made although the binomial test could not be used. This comparison aims to 
consider the difference between cognitive responses and affective responses in 
those who watched the same type of advertisement i.e. the comparison 
between Groups 1 and 2, who watched the corporate advertisement and 
between Groups 3 and 4, who watched the produce/service advertisement. Its 
result is useful to confirm the result that is analysed in each group earlier.
The results of Group 1 and Group 2 show that the same respondents 
who watched the corporate advertisement had different cognitive responses 
and affective responses. They had low cognitive responses of only 8.3% and 
high affective responses up to 91.3%. They support Hi and H2 respectively.
The results of Group 3 and 4 show that the same respondents who 
watched the product advertisement had different cognitive responses and 
affective responses. They had high cognitive responses (91.4%) and had low 
affective responses (8%). They support the Hs and H4 respectively.
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II. ANALYSIS I - Part H
The next analysis considers whether the responses affect their intention 
behaviour in selecting a bank, that is the result of questions 12 and 13. The 
results of Group 2 show that about 84.7% would like to be the bank’s customer 
after watching the corporate advertisement and had high affective responses. It 
supports Hs. The remaining respondents showed that when they had low 
affective responses, they tended not to select the bank. It supports He. The 
results of Group 3 show that about 80.8% would like to be the bank’s customer 
after watching the product advertisement and had high cognitive responses. It 
supports H?. In addition, the rest of the responses revealed that when the 
respondents had low cognitive responses towards the product advertisement, 
they did not intend becoming the bank’s customer. This supports Hs. However, 
it might be questionable as to whether the data supports He and Hs is large 
enough. The most important consideration is that the results show that either 
when the respondents have low affective responses towards the corporate 
advertisement or when they have low cognitive responses towards the product 
advertisement, they do not intend to select the bank.
However, there is some doubt in the main study. Since the respondents 
of Groups 1 and 2 are the same people watching the corporate advertisement 
and they answered both cognitive and affective questionnaires, one would 
expect their intention behaviour to select the same bank. It is not rational that 
they intend not to select a bank when they answer cognitive questions but 
intend to select a bank when they answer affective questions. The same 
situation occurred elsewhere in the study. That is the respondents of Group 3
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and Group 4 are the same people watching the product advertisement and they 
answered both cognitive and affective questionnaires, but their intention 
behaviour to select a bank is different. They intend to select a bank when they 
answered cognitive questions and intend not to select a bank when they 
answered affective questions. The interview after completing the fieldwork 
shows that there is the possibility that the pre-conditioned statement may affect 
the responses. Some of the respondents of Groups 1 and 2 think when they 
answer the cognitive questionnaire, they then think that the corporate 
advertisement they have seen did not have any characteristics as the cognitive 
questions asked, they automatically chose not to select the institution. 
However, they answered affective questionnaire with their feelings. They feel 
that the corporate advertisement has characteristics as asked in the affective 
questions, they then agree to select the institution. The same is true of Groups 
3 and 4 where most of the respondents choose to select the institution because 
they agree that the product advertisement has cognitive characteristics. They 
did not intend to select the institution when they answered the affective 
questionnaire because they felt that the advertisement did not have many 
affective characteristics asked in the questions.
It is therefore a question of whether the pre-conditioned statement 
affects their responses. It is therefore essential to carry out the validation study 
to test whether the pre-conditioned statement affects responses. The analysis 
of the validation study will be described later in this chapter. However, this 
situation brings another question to mind i.e. whether various demographics of
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samples could affect their affective or cognitive responses. This is part of the 
additional analysis shown below as Analysis II.
9.1.4 ANALYSIS II
The purpose of this analysis was to consider whether various 
demographic factors could cause any different responses and was tested using 
the binomial test. It also examines the relationship between demographics and 
responses by using the Pearson chi-square test. The significance of the chi- 
square value (Kvanli et al. 1992 p.508) is described in an interval value since 
each question of responses is tested.
The chi-square test was as follows:-
(0 -E )
where:-
a) The summation is overall cells of the contingency table consisting of 
rows (that are responses) and columns (that are gender or age or 
education or salary)
b) O  is the observed frequency in the cell
c) E  is the estimated expected frequency of the cell
d) The degree of freedom for the chi-square statistics are df= ( r  -1 )( c -1 )
The data shows that there are four categories of demographics which 
are gender, age, education and salary (Appendix 6).
The gender was analysed. Respondents were grouped according to age 
and education which is different from the questionnaire because it will be useful
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and meaningful to analyse the result of the research findings. The age would 
be analysed based on working ages in Thailand. Therefore, there would be 
three main groups of age i.e. Youngster age 18-22 years old, Young-Mature 
working age 23-34 years old and Mature working age 35-50 years old. 
Education was divided into two main levels. The first is lower than a first 
degree, that is those who have primary, secondary, certificate and high school. 
The second is higher than or equal to undergraduate, that is those who got first 
degree, postgraduate degree or higher than postgraduate. The sa/ary would be 
divided into five levels as in the questionnaire.
Level a < 17,500 Baht
Level b 17,500-24,999 Baht
Level c 25,000-32,499 Baht
Level d 32,500-39,999 Baht
Level e >= 40,000 Baht
1. GENDER
(a) Group 1
In Group 1, the female respondents agree that the corporate 
advertisement does not produce cognitive responses in them and up to 46.9% 
of them refused to select the bank, which is a higher percentage than the male 
respondents. About 44.8% of the male respondents did not give cognitive 
responses after watching the corporate advertisement. Although the female 
and male respondents revealed about 2% difference in disproving the cognitive 
responses towards the corporate advertisement, the results still showed that 
most respondents had low cognitive responses towards the corporate 
advertisement.
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The hypothesis in the Binomial Test is as follows:
Ho : When male respondents watched the corporate advertisement and
answered the cognitive questionnaire, there was no difference in the probability 
for answering "Yes" or "No".
Hi : When male respondents watched the corporate advertisement and
answered the cognitive questionnaire, there is a lower probability of answering
"Yes" than "No".
Pi = the probability of males of answering “Yes”
P2 = the probability of males of answering “No”
Ho Pi = P2 = 0.5
Hi Pi < P2
According to the Binomial test, the Z-value or 2-tailed P = 0.0000. It can
be compared with the .05 as the confidence level. The 1-tailed P value is lower
than .05 which means that Ho is rejected. It means, at the confidence level of
95%, it is true that when the male respondents watched the corporate
advertisement and answered cognitive responses, they were less likely to
answer "Yes" than "No" i.e. the male respondents did not have high cognitive
responses when they watched the corporate advertisement.
The similar binomial test was also carried out on the female responses.
According to the Binomial test, the Z-value or 2-tailed P = 0.0000. The 1-tailed
P value is lower than .05 which means that Ho is rejected. It means, at the
confidence level of 95%, it is true that when the female respondents watched
the corporate advertisement and answered cognitive responses, they answered
"Yes" less than "No" i.e. the female respondents do not have high cognitive
responses when they watched the corporate advertisement.
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The results show that most males and females have low cognitive 
responses towards the corporate advertisement which still support the Hi.
(b) Group 2
In Group 2, the female respondents gave high affective responses to the 
corporate advertisement and about 46.6% wanted to select the bank, which 
was higher than men' responses, which was about 44.7%. Although there is 
some difference of high affective responses between male and female, most of 
them have high affective responses.
To test whether more males or females give affective responses towards 
the corporate advertisement than did not give cognitive responses, the binomial 
test hypothesis was as follows:
Ho : When the males watched the corporate advertisement and answered 
the affective questionnaire, there was no difference in the probability of 
answering "Yes" or "No".
Hi : When the males watched the corporate advertisement and answered 
the affective questionnaire, there was a higher probability of answering "Yes" 
than "No".
Pi = the probability of male of answering "Yes"
P2 = the probability of male of answering "No"
Ho Pi = P2 = 0.5
Hi Pi > P2
The Z-value or 2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 which
is lower than .05 as the significance level. Therefore, Ho is rejected. At the
confidence level of 95%, it is true that the male respondents have high affective
responses when they watched the corporate advertisement.
286
The similar test was also done with female respondents. The Z-value or 
2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 which is lower than .05 as 
the significance level. Therefore, Ho is rejected. At the confidence level of 95%, 
it is true that the female respondents gave high affective responses when they 
watched the corporate advertisement.
The results of Group 2 showed that most male and female respondents 
gave high affective responses towards the corporate advertisement, which 
supports H2.
(c) Group 3
In Group 3, there was not much difference in responses between males 
and females. The male respondents had slightly higher cognitive responses 
(46.0%) towards the product advertisement than female responses (45.3%). 
Most respondents of both genders gave high cognitive responses to the 
product advertisement.
There was no difference in the result of the binomial test for both males 
and females. The Z-value or 2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 
which is lower than .05 as the significance level. Therefore, Ho was rejected. At 
the confidence level of 95%, it is true that the male respondents gave high 
cognitive responses when they watched the product advertisement. It is also 
true that the female respondents gave high cognitive responses when they 
watched the product advertisement.
The results of Group 3 show that both male and female respondents 
have high cognitive responses to the product advertisement which supports Hs.
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(d) Group 4
In Group 4, 45.52% female respondents had negative affective 
responses towards the product advertisement, which is similar to the male 
respondents who have the same responses (about 46.5%).
The binomial test was done on both male and female respondents. The 
Z-value or 2-tailed P for both males and females was the same which is 0.0000. 
It can be compared with the .05 as the confidence level. The 1-tailed P value 
was lower than .05 which means that Ho was rejected. This means, at the 
confidence level of 95%, it is true that when the male respondents watched the 
product advertisement and answered affective responses, they had fewer "Yes" 
responses than "No". That is the male respondents had low affective responses 
when they watched the product advertisement. It is also true that when the 
female respondents watched the product advertisement and had affective 
responses, they had fewer "Yes" responses than "No". That is the female 
respondents did not give high affective responses when they watched the 
product advertisement.
The results show that most males and females have low affective 
responses after watching the product advertisement, which supports H4.
(e) Testing the relationship between gender and responses
The results above show that both males and females respond similarly 
toward each type of advertisement. The results do not show any relationship 
between gender and responses. The Pearson chi-square test could be used to 
detect whether or not the responses are independent of gender. The null 
hypotheses for each group are as follows:-
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Group 1,
Ho = The cognitive responses towards the corporate advertisement are
not related to gender.
Hi = The cognitive responses towards the corporate advertisement are
related to gender.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.51505-1.00000, hence Ho is accepted, and one can therefore say 
there is no relationship between cognitive responses towards the corporate 
advertisement and gender.
Group 2,
Ho = The affective responses towards the corporate advertisement are
not related to gender.
Hi = The affective responses towards the corporate advertisement are
related to gender.
The Pearson chi-square at 0.05 level of significance and 1 degree of 
freedom is between 0.07450-0.48823, hence Ho is accepted; there is no 
relationship between affective responses towards the corporate advertisement 
and gender.
Group 3,
Ho = The cognitive responses towards the product advertisement are
not related to gender.
Hi = The cognitive responses towards the product advertisement are
related to gender.
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The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.36288-1.00000, hence Ho is accepted, and one can say there is no 
relationship between cognitive responses towards the product advertisement 
and gender.
Group 4,
Ho = The affective responses towards the product advertisement are
not related to gender.
Hi = The affective responses towards the product advertisement are
related to gender.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.31973-0.96817, hence Ho is accepted; there is no relationship 
between affective responses towards the product advertisement and gender.
In conclusion, the analysis shows that both males and females have 
similar responses towards each type of advertisement. The chi-square test also 
shows that there is no relationship between gender and responses.
2. AGE
(a) Group 1
In Group 1, up to 35.6% of the mature working group gave low cognitive
responses. About 47% of the young-mature working group have low cognitive
responses and would not select the bank. However, only 8.8% of the youngster 
group gave low cognitive responses and would not select the bank. Although 
each group of respondents responds in a different percentage, the results still 
supports Hi i.e. when the respondents have been approached by the corporate 
advertisement, they have low cognitive responses. However, it is noticeable
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that most of the low cognitive responses, are the responses of the mature 
working group. This may be due to their experience. Older people seem to think 
more carefully than younger ones, therefore they gave higher cognitive 
responses than other younger people.
According to the Binomial test, the Z-value or 2-tailed P = 0.0000. It can 
be compared with the .05 as the confidence level. The 1-tailed P value is lower 
than .05 which means that Ho is rejected. It means, at the confidence level 
95%, it is true that when the youngster respondents watched the corporate 
advertisement and gave cognitive responses, they would give fewer "Yes" 
responses than "No". That is the youngster respondents did not have high 
cognitive responses when they watched the corporate advertisement.
For both the young-mature working age and mature working age, 
hypotheses were set up in the same way as mentioned above. The binomial 
test also showed the 2-tailed P = 0.0000. Ho is therefore rejected i.e. both 
groups of respondents did not have high cognitive responses towards the 
corporate advertisement.
(b) Group 2
In Group 2, the young-mature working group had the highest percentage 
of affective responses towards the corporate advertisement, which is about 
46.7%. About 35.5% of the mature working group have high affective 
responses, while only 9.1% of the youngster group agree with them. The 
young-mature working group gave higher affective responses towards the 
corporate advertisement than other groups. It is possible that respondents aged
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between 23 and 34, which is a normally active working age, would pay more 
attention to the corporate advertisement affectively.
The Z-value or 2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 which 
is lower than .05 as the significance level. Therefore, Ho is rejected. At the 
confidence level of 95%, it is true that the youngster respondents gave high 
affective responses when they watched the corporate advertisement.
The binomial test for the young-mature working age and for the mature 
working age was done in a similar way to that stated above i.e. the 2-tailed P =
0.0000 and Hq is rejected i.e. both young-mature working age and mature 
working age have high affective responses towards the corporate 
advertisement.
The results of Group 2 show that respondents of different ages have 
high affective responses towards the corporate advertisement, which supports 
H2.
(c) Group 3
In Group 3, 45.3% of the Young-Mature working group had high 
cognitive responses, while about 36.1% of the mature working group agree with 
them. Only 10% of the Youngster group have high cognitive responses. The 
young-mature working group seems to think more actively about the 
advertisement than other groups do.
The Z-value or 2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 which 
is lower than .05 as the significance level. Therefore, Ho is rejected. At the 
confidence level of 95%, it is true that the youngster respondents gave high 
cognitive responses when they watched the product advertisement.
292
The young-mature and mature working age groups also reveal similar 
results. The Ho for this group was rejected. That is both groups have high 
cognitive responses towards the product advertisement.
The results of Group 3 show that respondents of different ages gave 
high cognitive responses towards the product advertisement. Its result supports 
Hs.
(d) Group 4
Interestingly, in Group 4, the results based on age show a similar result 
to other groups. About 46% of the young-mature working group did not give 
affective responses, compared to about 37% of the mature working group 
which has the same responses. In the Youngster age group (18-22 years) only 
9 .3 % have the same responses which means that the young-mature working 
age seem to feel more strongly that the product advertisement could not bring 
about affective responses.
According to the Binomial test, the Z-value or 2-tailed P = 0.0000. It can 
be compared with the .05 as the confidence level. The 1-tailed P value is lower 
than .05 which means that Ho is rejected. It means, at the confidence level of 
95%, it is true that when the Youngsters watched the product advertisement 
and answered affective responses, they would give fewer "Yes" responses than 
"No" i.e. the male respondents do not give high affective responses when they 
watched the product advertisement. Again, the young-mature and mature 
working age reveal similar results. The H q is rejected i.e. both groups agree to 
having low affective responses towards the product advertisement.
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The results of Group 4 showed that respondents of different ages gave 
low affective responses towards the product advertisement. This result 
supports H4.
(e) Testing the relationship between age and responses
According to the above results, it shows all ages of respondents respond 
similarly towards each type of advertisement. The results do not show any 
relationship between ages and responses. The Pearson chi-square test could 
be used to detect whether or not the responses are independent of age. The 
null hypotheses for each group are as follows:
Group 1,
Ho = The cognitive responses towards the corporate advertisement are
not related to age.
Hi = The cognitive responses towards the corporate advertisement are
related to age.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.21333 - 0.89285, hence H q is accepted, and one can say there is no 
relationship between cognitive responses towards the corporate advertisement 
and age.
Group 2,
Ho = The affective responses towards the corporate advertisement are
not related to age.
Hi = The affective responses towards the corporate advertisement are
related to age.
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The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.45124 - 0.97458, hence Ho is accepted i.e. there is no relationship 
between affective responses towards the corporate advertisement and age. 
Group 3,
Ho = The cognitive responses towards the Product advertisement are
not related to age.
Hi = The cognitive responses towards the Product advertisement are
related to age.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.06264 - 0.89851, hence Ho is accepted, and one can say there is no 
relationship between cognitive responses towards the product advertisement 
and age.
Group 4,
Ho = The affective responses towards the product advertisement are
not related to age.
Hi = The affective responses towards the product advertisement are
related to age.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.18501 - 0.62956, hence Ho is accepted. That is there is no 
relationship between affective responses towards the product advertisement 
and age.
To summarise, the analysis shows that the respondents have the same 
direction of responses towards each type of advertisement though they are of
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different ages. The chi-square test also shows that there is no relationship 
between the age and responses.
3. EDUCATION
(a) Group 1
In Group 1, 69.3% of respondents gave low cognitive responses and did 
not want to choose the institution were those who at least have a first degree. 
Only 22.4% of respondents were educated to below first degree level. Although 
there are some differences in their responses, they tend to be similar. The 
difference is possibly affected by educational background. More high educated 
people seem to have more rational thought processes than those educated to 
below first degree level.
The binomial test of those who were educated below first degree level 
showed that the Z-value or 2-tailed P = 0.0000. It can be compared with the .05 
as the confidence level. The 1-tailed P value is lower than .05 which means that 
Ho is rejected. It means, at the confidence level of 95%, it is true that when the 
respondents are educated to below first degree level watched the corporate 
advertisement and gave cognitive responses, they gave fewer "Yes" responses
i.e. they did not give high cognitive responses when they watched the corporate 
advertisement. This is similar to those who have a first or higher degree. Their 
2-tailed P = 0.0000. The H q is rejected i.e. those respondents who are educated 
to above first degree level also have low cognitive responses towards the 
corporate advertisement.
Noticeably, the results show that most respondents have low cognitive 
responses after watching the corporate advertisement, which supports Hi.
296
(b) Group 2
In Group 2, those who educated to first degree level or above gave the 
highest amount of high affective responses towards the corporate 
advertisement i.e. 68.1%. Only 23.2% of those who are educate to below first 
degree level have positive affective responses towards the corporate 
advertisement and to selecting the bank.
The binomial tests of every education level are the same. The Z-value or 
2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 which is lower than .05 as 
the significance level. Therefore, Ho is rejected. At the confidence level of 95%, 
it is true that the respondents who are educated to below first degree level gave 
high affective responses when they watched the corporate advertisement. This 
is similar with those who have a first or higher degree. Their 2-tailed P = 
0.0000. The H q is rejected i.e. those respondents who have a first degree or 
higher also have high affective responses towards the corporate advertisement.
The results obviously still support Hz i.e. most respondents, although 
having different education levels, have high affective responses towards the 
corporate advertisement.
(c) Group 3
In Group 3, 68.7% of those who have postgraduate education, have high 
cognitive responses, while only 2 2 .6 % of those educated to below a first degree 
have the same responses. The results show that there is a higher percentage 
of those who have higher education giving cognitive responses than others. It 
shows that education helps to form thought.
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The binomial test of those who are educated below a first degree level 
shows that the Z-value or 2-tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 
which is lower than .05 as the significance level. Therefore, Ho is rejected. At 
the confidence level of 95%, it is true that the respondents who are educated to 
below a first degree level give high cognitive responses when they watch the 
product advertisement. This is similar with those who have a first degree or 
higher degree. Their 2-tailed P = 0.0000. The H q is rejected i.e. those 
respondents who are educated to above a first degree level also have high 
cognitive responses towards the product advertisement.
These results still support Hs i.e. the respondents of different educational 
levels agree to having high cognitive responses after watching the product 
advertisement.
(d) Group 4
In Group 4, up to 70.2% of those who are educated to above a first 
degree level do not give affective responses after watching the product 
advertisement. Only 21.8% of respondents who are educated to below first 
degree give the same responses.
According to the Binomial test, for those educated below first degree 
level, the Z-value or 2-tailed P = 0.0000. It can be compared with the .05 as the 
confidence level. The 1-tailed P value is lower than .05 which means that Ho is 
rejected. It means, at the confidence level of 95%, it is true that when the 
respondents who are educated above first degree level watched the product 
advertisement and gave affective responses, they would give "Yes" responses 
more frequently i.e. they did not give high affective responses when they
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watched the product advertisement. Again, those who educated to first or 
higher degree level provide the same result. Their 2-tailed P = 0.0000. The Ho 
is rejected i.e. those respondents who are educated above first degree level 
also have low affective responses towards the product advertisement.
The results of Group 4 show that the respondents of different education 
levels agree to have low affective responses towards the product 
advertisement. The results support H4.
(e) Testing the relationship between education and responses
According to the above results all education levels respond similarly 
towards each type of advertisement. The results do not show any relationship 
between education levels and responses. The Pearson chi-square test could be 
used to detect whether or not the responses are independent of education 
level. The null hypotheses for each group are as follows:- 
Group 1,
Ho = The cognitive responses towards the corporate advertisement are
not related to education.
Hi = The cognitive responses towards the corporate advertisement are
related to education.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.15375-0.71459, hence H q is accepted, and one can say there is no 
relationship between cognitive responses towards the corporate advertisement 
and education.
Group 2,
Ho = The affective responses towards the corporate advertisement are
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not related to education.
Hi = The affective responses towards the corporate advertisement are 
related to education.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.13420-0.54599 hence Ho is accepted i.e. there is no relationship 
between affective responses towards the corporate advertisement and 
education.
Group 3,
Ho = The cognitive responses towards the product advertisement are
not related to education.
Hi = The cognitive responses towards the product advertisement are
related to education.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.06606-0.68842, hence Ho is accepted, and one can say there is no 
relationship between cognitive responses towards the product advertisement 
and education.
Group 4,
Ho = The affective responses towards the product advertisement are
not related to education.
Hi = The affective responses towards the product advertisement are
related to education.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.08181-0.90977, hence Ho is accepted i.e. there is no relationship 
between affective responses towards the product advertisement and education.
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To summarise, the results of Group 4 show that respondents of different 
educational levels all give low affective responses towards the product 
advertisement. There is some difference in the number of responses that give 
low affective responses to the advertisement. It is possible that the education 
level could affect the way they perceive the advertisement. However, the 
important point for this research is that most respondents of different education 
levels, give affective responses towards the product advertisement.
4. SALARY
It is noticeable that respondents of each group, with varying salaries 
tend to have similar responses towards each type of advertisement.
(a) Group 1
In Group 1, most of the respondents for each salary level tend to have 
low cognitive responses to the corporate advertisement, which varies between 
20-27%. However, those on a higher salary over 40,000 baht show a different 
result. It is significant that 6.7% of them have low cognitive responses to the 
corporate advertisement, while only 0.3% have high cognitive responses.
According to the Binomial test for those who have a salary lower than 
17,500 Baht, the Z-value or 2-tailed P = 0.0000. It can be compared with the 
.05 as the confidence level. The 1-tailed P value is lower than .05 which means 
that Ho is rejected. This means, at the confidence level of 95%, it is true that 
when the respondents with a salary lower than 17,500 Baht watch the 
corporate advertisement and give cognitive responses, they tend to answer 
"Yes" less frequently i.e. they do not have high cognitive responses when they 
watch the corporate advertisement. The results are similar for those whose
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salary is at level b, c, d and e. Their 2-tailed P = 0.0000. The Ho is rejected i.e. 
they all agree to have low cognitive responses towards the corporate 
advertisement.
The results show that most respondents have low cognitive responses 
after watching the corporate advertisement which supports Hi.
(b) Group 2
In Group 2, there is not much difference of response among each salary 
group. Most of the respondents (about 21%) on each salary level give high 
affective responses towards the corporate advertisement and would like to 
select the bank. However, the results show that only 6.2% of those on a salary 
higher of 40,000 Baht or above agree with the responses.
The binomial test for those who are on salary level a, the Z-value or 2- 
tailed P = 0.0000. Therefore, 1-tailed P is 0.0000 which is lower than .05 as the 
significance level. Therefore, Ho is rejected. At the confidence level of 95%, it is 
true that the respondents on a salary lower than 17,500 Baht give high affective 
responses when they watched the corporate advertisement. The results are 
similar to those whose salary is at level b, c, d and e. Their 2-tailed P = 0.0000. 
The Ho is rejected i.e. they all give high affective responses towards the 
corporate advertisement.
The results of Group 2 show that the respondents of different salary 
levels, have high affective responses towards the corporate advertisement, 
which supports Hz.
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(c) Group 3
In Group 3, each salary group has a similar level of high cognitive 
responses after watching the product advertisement, which is about 2 0 %. 
However, only 9.9% of those who have high salary of over 40,000 Baht, agree 
with the responses.
At salary level a, the Z-value or 2-tailed P = 0.0000. Therefore, 1-tailed P 
is 0.0000 which is lower than .05 as the significance level. Therefore, Ho is 
rejected. At the confidence level of 95%, it is true that the respondents on a 
salary lower than 17,500 Baht also give high cognitive responses when they 
watched the product advertisement. The result is similar to those whose salary 
is at level b, c, d, and e, their 2-tailed P = 0.0000. The Ho is rejected. This 
means they also give high cognitive responses towards the product 
advertisement.
The results of Group 3 show that most respondents have high cognitive 
responses towards the product advertisement and intend to select the 
institution. The results support Hs.
(d) Group 4
In Group 4, those who are on salary level e, that is higher than 40,000 
Baht, give lower responses than other salary groups. They probably have very 
good jobs and work at top management level in their organisations. Therefore, 
they would prefer to choose a bank in a different way. By talking to a bank 
manager and staff, or by following bank marketing news, those who have a 
high salary or who work at the top level of their organisations prefer to choose a
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bank based on several factors, e.g. they prefer to discuss their accounts with 
the bank manager.
The binomial test for those on salary level a, the Z-value or 2-tailed P = 
0.0000. It can be compared with the .05 as the confidence level. The 1-tailed P 
value is lower than .05 which means that Ho is rejected. This means, at the 
confidence level of 95%, it is true that when the respondents who have a salary 
lower than 17,500 Baht watched the product advertisement and gave affective 
responses, they answered "Yes" less frequently i.e. they did not give high 
affective responses when they watched the product advertisement. Again, 
those on salary levels b, c, d, and e also provide the same result. Their 2-tailed 
P = 0.0000. The H q is rejected. They do not give high affective responses 
towards the product advertisement.
The results of Group 4 show that respondents with different education 
levels give low affective responses towards the product advertisement which 
supports H4.
(e) Testing the relationship between salary and responses
The results above show that respondents of all salary levels respond 
similarly towards each type of advertisement. The results do not show any 
relationship between salary levels and responses. The Pearson chi-square test 
could be used to detect whether or not the responses are independent of salary 
level. The null hypotheses for each group is as follows;- 
Group 1,
Ho = The cognitive responses towards the corporate advertisement are 
not related to salary.
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Hi = The cognitive responses towards the corporate advertisement are 
related to salary.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.11057 - 0.91232, hence Ho is accepted, and one can say there is no 
relationship between cognitive responses towards the corporate advertisement 
and salary.
Group 2,
Ho = The affective responses towards the corporate advertisement are
not related to salary.
Hi = The affective responses towards the corporate advertisement are
related to salary.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.08182 - 0.26632, hence Ho is accepted i.e. there is no relationship 
between affective responses towards the corporate advertisement and salary. 
Group 3,
Ho = The cognitive responses towards the product advertisement are
not related to salary.
Hi = The cognitive responses towards the product advertisement are
related to salary.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.32451 - 0.33859, hence Ho is accepted, and one can say there is no 
relationship between cognitive responses towards the product advertisement 
and salary.
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Group 4,
Ho = The affective responses towards the product advertisement are 
not related to salary.
Hi = The affective responses towards the product advertisement are 
related to salary.
The Pearson chi-square at 0.05 level of significance and 1 degree of freedom is 
between 0.10093 - 0.58226, hence Ho is accepted i.e. there is no relationship 
between affective responses towards the product advertisement and salary.
To conclude analysis II that had been done demographically, the results 
show that most of the samples respond in the same direction i.e. most of the 
samples in Group 1 are alike in having low cognitive responses towards the 
corporate advertisement which support Hi; in Group 2, they give high affective 
responses towards the corporate advertisement which support Hz; in Group 3, 
they give high cognitive responses towards the Product advertisement which 
support Hs: and in Group 4, they give low affective responses towards the 
product advertisement which support H4. The results also show that the 
respondents have different percentages depending on age, education and 
salary. The sample in Group 1 reveals up to 47% of the young-mature working 
group giving low cognitive responses whereas only 8 .8% of the youngster group 
did so. It is noticeable that the size of the sample in each group of age, 
education and salary is different which may cause this different percentage. 
Above all, it is worth considering that the proportion answering "Yes" or "No" in 
each group of age, education and salary are similar. This means the 
demographics do not affect the responses to advertisements. Hence, the chi-
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square tests show that there is no relationship between the demographics and 
the responses.
9.2 VALIDATION STUDY
The validation study aims to consider responses to each type of 
advertising without a pre-conditioned statement. The result is compared to the 
result of the main study in order to investigate whether there is any differences 
of responses to each type of advertising between having a pre-conditioned 
statement (the main study) and not having the statement (validation study).
9.2.1 SAMPLE PROFILE
The sample profile will show the distribution of the sample of the 
validation study (Table 9.6 - Table 9.8). The sample with the same cultural 
background was randomly selected. This includes Thais, age varied 18-50 who 
are living in the UK. They were selected because the sample of the main study 
deals with Thais who live in Bangkok, Thailand, it is therefore essential to use 
the same culture of sample to validate the result of the research. It is also 
convenient to do the research in the UK because of limited time and limited 
budget. At the same time, it would be worth testing whether there is any 
difference in responses of Thais in Thailand and Thais in the UK.
Table 9-6 Respondents by Gender
Sex/Group Group 1 llllllllllll Group 3 Group 4
Male 15 15 15 15
Female 15 15 15 15
Total 30 30 30 30
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Table 9-7 Respondents by Age
Age/Group Group 1 Group 2 Group 3 Group 4
18-22 yrs. 3 3 6 6
23-27 yrs. 15 16 17 18
28-34 yrs. 9 8 5 4
35-41 yrs. 3 3 2 2
42-50 yrs. 0 0 0 0
Total 30 30 30 30
Table 9-8 Respondents by Education
Education/Group Group 1 Group 2 Group 3 Group 4
High School 1 1 2 2
Undergraduate 7 7 7 7
Postgraduate 22 22 21 21
Others 0 0 0 0
Total 30 30 30 30
9.2.2 ATTITUDE TOWARDS ADVERTISING
Table 9-9 shows that most of the classes of respondents shared a 
similar attitude towards bank television advertising. They generally have either 
a positive attitude or no opinion to bank advertising. This means the samples 
had standard quality to watched the advertisements and answered the 
questionnaires since the aim of these two questions are to restrict the 
respondents having only one type of attitude towards television bank 
advertising.
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Table 9-9 Respondents by attitude towards advertising
Question/Group Group 1 Group 2 Group 3 Group 4
Q.5 Enjoy 3 3 9 9
Do not enjoy 4 3 3 3
No Difference 23 24 18 18
Total 30 30 30 30
Q.6 Positive 10 10 8 8
Negative 3 2 3 3
No opinion 17 18 19 19
Total 30 30 30 30
9.2.3 ANALYSIS OF THE VALIDATION STUDY
The analysis considers whether the pre-conditioned statement affects 
cognitive and/or affective responses to each type of advertisement; and 
whether the statement affects the respondents' decision on selecting a banking 
institution. The analysis begins with a consideration of the responses of each 
group (Part I). All data is shown in Appendix 7. Then the binomial tests of all 
four groups are presented (Part II). The last part of analysis is concerned with 
the intention to select a banking institution (Part III).
A. Part I
The analysis considers the responses to advertisement of each group. 
The comparison between groups done in the main study is also included.
(a) Group 1
Most respondents (82.6% of 30 respondents) did not give cognitive 
responses after watching the corporate advertising. This result is similar to that 
of Group 1 in the main study (91.7%). However, 17.4% of 30 respondents have
309
cognitive responses towards the corporate advertising while the result of the 
main study showed 8.3% of 300 respondents having cognitive responses. 
Although there is some difference between the result of the validation study and 
the main study, the overview showed that the minority of respondents in each 
study had cognitive responses towards the corporate advertising.
It signifies that both the validation and the main studies showed that 
most of respondents had low cognitive responses towards the corporate 
advertisement which supports the Hi.
(b) Group 2
In the validation study, 70.9% of 30 respondents had affective 
responses towards the corporate advertising and 19.1% did not have affective 
responses towards the corporate advertising. In the main study 91.3% of 300 
respondents had affective responses towards the corporate advertising and 
8.7% of 300 respondents did not have affective responses towards the 
corporate advertising.
There are some differences in the two studies. This is because the raw 
data showed that 42% of 60 respondents to question 9 in the validation study 
did not feel empathy after watching the corporate advertising, while the 
equivalent result in the main study was 100%. In the validation study, the 
respondents did not feel that the images in the advertising represented the kind 
of life they would like to get. Likewise, the result of the question 11 showed that 
half of the respondents to the validation study did not think that the advertising 
left them with good feelings, while 100% had empathy and good feelings 
towards the corporate advertising in the main study. However, this difference
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did not effect the result of the research dramatically since there were also 
similarities between these two studies. That is the majority of the respondents 
in each study had high affective responses after watching the corporate 
advertising which supports Hz, that is the respondents would have high affective 
responses towards the corporate advertising.
The results for Group 1 and Group 2 in the validation study are similar to 
those in the main study. It implies that most of the respondents have low 
cognitive responses and high affective responses after watching the corporate 
advertisement, which supports Hi and Hz.
(c) Group 3
The results of the validation study revealed that most of the respondents 
(88.3% of 30 respondents) had cognitive responses after watching the product 
advertising, which is similar to the results of the main study (91.4% of 300 
respondents). The rest of this group, about 11.7% of 30 respondents did not 
give cognitive responses towards the product advertising, while the equivalent 
in the main study was about 8.7% of 300 respondents.
Both studies imply that the majority of the respondents have high 
cognitive responses towards the product advertising which support Hs.
(d) Group 4
In the validation study, 70.3% of 30 respondents did not give affective 
responses after watching the product advertising while the main study 
equivalent was about 92% of 300 respondents. In addition, about 29.70% of 30 
respondents had affective responses after watching the product advertising in 
the validation study and about 8 % of 300 respondents in the main study.
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In both studies the majority of the respondents had low affective 
responses towards the product advertising which support H4.
The results of Group 3 and Group 4 implied that the majority of the 
respondents in both studies had high cognitive responses and low affective 
responses towards the product advertising which support H3 and H4.
Apart from considering the results of each group and the results 
between those who watched the same type of advertisement, it is also 
interesting to consider the results between those who answered the same type 
of questionnaires, that is Groups 1 and 3 and Groups 2 and 4,
(e) The comparison between Group 1 and Group 3
The comparison between Groups 1 and 3 of the validation study shows 
that the respondents have higher cognitive responses to the product 
advertisement (88.3%) than to the corporate advertisement (17.4%). This is 
similar to the results of the main study. It shows that the respondents have high 
cognitive responses to the product advertisement up to 91.4% and they have 
cognitive responses to the corporate advertisement only 8.3%.
(f) The comparison between Group 2 and Group 4
Similarly, the comparison between Groups 2 and 4 is similar with the 
result of the main study. It shows that the respondents have higher affective 
responses to the corporate advertisement (70.9%) than to the product 
advertisement (29.7%) while the main study shows 91.3% have affective 
responses to the corporate advertisement and 8 % have affective responses to 
the product advertisement.
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To summarise, the results of the validation study show similar responses 
towards each type of advertisement in the main study. The respondents who 
watched the corporate advertisement have low cognitive responses and high 
affective responses. The respondents who watched the product advertisement 
had high cognitive responses and high affective responses. These results 
support H1-H4 successfully.
B. Part II
The binomial test was done on each group to support the results of the 
analysis. Its aim was to test
i) whether the respondents would be less likely to have cognitive 
responses than not to have cognitive responses (group 1);
ii) whether the respondents would be more likely to have cognitive 
responses than not to have cognitive responses towards the 
product advertising (group 3);
iii) whether the respondents would be more likely to have cognitive 
responses towards the product advertising than to have 
cognitive responses towards the corporate advertising (groups 3 
and 1);
iv) whether the respondents would be more likely to have affective 
responses than not to have affective responses towards the 
corporate advertising (group 2 );
v) whether the respondents would be less likely to have affective 
responses than not to have affective responses towards the 
product advertising (group 4);
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vi) whether the respondents would be more likely to have affective 
responses towards the corporate advertising than to have 
affective responses towards the product advertising 
(groups 2 and 4).
The results of the binomial test are shown as in Table 9-10 below.
Table 9-10 The binomial test of the validation study
Groups The values of the binomial test
Group 1 0.00000 - 0.02230
Group 2 0.00000 - 0.00095
Group 3 0.00000-0.00310
Group 4 0.00000  - 0.00880
Group 1 VS 
Group 3
0.00195-0.01350
Group 2 VS 
Group 4
0.00000-0.01735
The results in table 9-10 showed that the value is less than the 
significance level .05. Therefore, Ho is rejected. This means the respondents 
are less likely to have cognitive responses than not to have cognitive responses 
after watching the corporate advertisement and they are more likely to have 
affective responses than not to have the affective responses after watching the 
corporate advertisement. Likewise, the respondents are more likely to have 
cognitive responses than not to have cognitive responses after watching the 
product advertising and they are less likely to have affective responses less 
than not to have affective responses after watching the product advertisement.
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In addition, the binomial test of the comparison among groups showed 
that the respondents accept having higher cognitive responses towards the 
product advertising than towards the corporate advertising. The respondents 
also accept having higher affective responses towards the corporate advertising 
than towards the product advertising.
To conclude, the results of the validation study support the result of the 
main study that the respondents had low cognitive responses and high affective 
responses towards the corporate advertising. They would have high cognitive 
responses and low affective responses towards the product advertising. These 
results support H1-H4.
C. Part III
The next analysis is concerned with the intention to select an institution 
affected by either cognitive or affective responses to each type of 
advertisement.
(a) Group 1
In Group 1, the results of questions 12 and 13 showed that about 78% of 
30 respondents do not intend to select the bank that featured in the 
advertisement. In the main study, the results showed that about 90% of 300 
respondents were not inclined to select the bank. Although both of the studies 
showed that the majority of the respondents were not favourably inclined 
towards the bank institution, the interview given after completing the 
questionnaire revealed that the respondents of the validation study did not tend 
to select the bank institution because they preferred to get some more 
information about the services offered by the bank. In this case, this particular
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result hardly supported the research hypotheses because cognitive responses 
did not affect their decision to select the bank.
(b) Group 2
In Group 2, the validation study revealed that only 20% of 30 
respondents were inclined toward the bank featured in the advertisement while 
the main study showed that 86% of 300 respondents were favourably inclined 
to select the bank. The result of the main study does support the Hs. The 
results of the validation study did not support the hypotheses but this did not 
effect this research because of the same results of the interview as mentioned 
in Group 1.
(c) Groupl and Group 2
The results of Group 1 and Group 2 show that the decision concerning 
selecting a bank by the respondents who watched the corporate advertisement 
in the validation study (that is the results of questions 12 and 13) is different in 
the validation study and the main study. The interview shows that the pre­
conditioned statement did affect the respondents. In the main study the 
respondents followed the pre-conditioned statement therefore their decision to 
select a bank featured in the advertising had been affected by cognitive 
responses in Group 1 and by affective responses in Group 2. When there was 
no non-pre-conditioned statement, as in the validation study, the respondents 
concentrated more on the particular advertisement than on their responses 
towards the advertisement. Therefore Hs and He are better supported by the 
result of the main study than by the validation study.
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(d) Group 3
In Group 3, the result of the decision-making in selecting a bank featured 
in the product advertising in the validation study (that is the results of questions 
12 and 13) showed that 80% of 30 respondents were favourably inclined 
towards the bank featured in the product advertising. It is similar to the result of 
the main study which showed 81.7% of 300 respondents. The interview, which 
had been carried in the validation study after respondents completed the 
questionnaires, shows that most of the respondents agree that the 
advertisement is very informative. They also commented strongly that the 
advertising shown contained almost all of the characteristics as described in 
questions 7-11 of the cognitive questionnaire. They agreed that their thoughts 
about those characteristics had affected their decision regarding selection of 
the bank. Therefore, the respondents who gave cognitive responses after 
watching the product advertising were favourably inclined towards the bank 
featured in the advertising. This signifies that the result of the validation study is 
consistent with the result of the main study which could support H?.
(e) Group 4
In Group 4, the validation study shows that about 67% of 30 
respondents who were not favourably inclined towards the bank featured in the 
product advertising, while the main study was equivalent to about 90%. Both 
studies showed that the majority of the respondents in each study were not 
favourably inclined towards the bank featured in the advertising because they 
gave low affective responses towards the product advertising. It is noticeable 
that there is some difference in the percentage shown above between two
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studies though there are some similarities in their results. This is because the 
respondents in the validation study had more affective responses on the 
product advertising than the respondents in the main study. Although the 
results of both studies show that the pre-conditioned statement did not have 
much affect towards the overall result, the statement had some affect on the 
responses which caused the different percentages. The result of the validation 
study showed that some of the respondents tended not to use just their feeling 
to respond to the product advertising; they tend to use both their feeling and 
thought to consider the questions.
(f) Group 3 and Group 4
The results of Group 3 and 4 show that the respondents in both the main 
study and validation study are favourably inclined towards the bank featured in 
the product advertising when they had high cognitive responses and were not 
favourably inclined towards the bank featured in the advertising when they had 
low affective responses.
The validation study showed that the process in selecting a bank 
featured in the advertisement of the respondents who watched the corporate 
advertisement could not be used to support the hypotheses. It was concluded 
that their decision had not been effected by their responses. This was due to 
the results of the interview which was carried out after the respondents 
completed their questionnaires. That is they did not select the bank featured in 
the corporate advertisement because they wanted more information about the 
service offered. The interview responses showed that the reason the
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respondents did not select the institution was therefore not because they had 
low affective responses.
Secondly, the validation study showed that the process of selecting a 
bank featured in the product advertisement could be used to support the 
hypotheses because their responses did affect their decision in selecting a 
bank. This is due to the results of the interview which was carried out after the 
respondents had completed the questionnaires. They agreed that when they 
were favourably inclined towards the bank featured in the advertisement, it was 
because they had high cognitive responses to it and when they were not 
favourably inclined towards the bank in the advertisement, it was because they 
had high affective responses.
In addition, a group discussion with bank experts was carried out to 
explore the findings in greater depth. Their conclusion indicates that the pre­
conditioned statement seems to be essential in this research. It helps to 
encourage the respondents to make their decision based on their cognitive 
and/or affective responses to each type of advertisement. This fits with the 
objective of the research which aims to consider the effect of responses to each 
type of advertisement which supports the hypotheses. The conclusion of the 
pre-conditioned statement helps us to learn whether their cognitive or affective 
responses to each type of advertisement could effect the respondents' choice 
of a bank. Having the pre-conditioned statement.
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9.3 SYNTHESIS OF EMPIRICAL FINDINGS
The problem of the research is to establish what effect each type of 
advertisement has. This research is set out to test whether customers would 
have different responses (cognitive/affective responses) towards different types 
of bank advertisements.
Considering the corporate advertisement, from the three empirical 
studies (that are the second pilot study, the main study and the validation 
study), it could be concluded that the corporate advertisement would produce a 
higher rate of affective responses than cognitive responses since the people 
who watched the corporate advertisement accept extremely high affective 
responses and very low cognitive responses.
Concerning the intention to select a banking institution, the study has not 
established that consumers would tend to select the institution when they have 
high affective responses towards the corporate advertisement. The reason is 
because there is conflict of the empirical findings between the pilot or main 
studies and validation study. The result of both pilot and the main studies show 
that most of respondents who have high affective responses to the 
advertisement tend to select the bank. Unfortunately, most of the respondents 
in the validation study who have high affective responses, refuse to select the 
institution since the advertisement is not informative. They do understand the 
advertisement but prefer to get some information. The result of the validation 
study shows that their affective responses did not affect their decision to select 
a bank.
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In addition, the study has not established that consumers would not tend 
to select the institution when they have low affective responses towards the 
corporate advertisement. Both the pilot and the main studies show that those 
who do not feel affectively towards the advertisement did not tend to select the 
bank. The validation study shows the same result as the pilot and the main 
studies result but the respondents' reason for not selecting a bank is not a 
consequence of their negative affective responses. The interview shows that 
the respondents do not select the institution simply because they prefer to have 
some information in the advertisement.
Considering the product advertisement, the three empirical studies 
clearly show that the advertisement produces high cognitive responses and low 
affective responses because the respondents agree to having high cognitive 
responses and have accepted less affective responses. It supports the 
hypothesis that the respondents tend to select the institution when they have 
high cognitive responses because both the pilot study and the main study 
showed most of respondents agreeing that the advertisement had contained 
the cognitive characteristics. They then wanted to select the bank. The 
validation study also revealed the same result. The respondents' decision of 
selecting a bank is affected by their responses because the interview shows 
that they select the bank because they recognised that the advertisement has 
cognitive characteristics. The study is also established that the respondents do 
not want to select the institution when they have low cognitive responses 
towards the product advertisement. All studies indicate that those who have 
less cognitive responses to the advertisement, tend not to select the bank.
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To conclude, the three empirical studies support the hypotheses that the 
respondents would have high affective responses and low cognitive responses 
to the corporate advertisement; and they would have high cognitive responses 
and low affective responses to the product advertisement. However the study 
has not established the intention to select a banking institution because there is 
some conflict among the empirical findings. The pilot and the main studies 
support that the customers would tend to select the institution if they have high 
affective responses and low cognitive responses towards the corporate 
advertisement. The customers tend to select the institution if they have high 
cognitive responses and low affective responses towards the product 
advertisement. The validation study result is not similar to those studies. The 
interview after completing the questionnaires reveal that their intention to select 
a bank in the validation study is not affected by their cognitive or affective 
responses.
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CHAPTER 10
CONCLUSIONS
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This project examined the role of advertising in communications 
between service providers and customers in the financial services industry. It 
concentrated on the effect of bank advertising on customer responses because 
there is uncertainty about which stimulus produces which outcome. Many 
banks attempt to use advertising to differentiate themselves and their offerings 
from those of their competitors, but it does not seem to have the right effect on 
customers. The emphasis in bank advertising in Thailand has moved from 
traditional product advertisement to corporate advertisement but the effects 
have been found not to be as anticipated. Customers do not respond to 
advertising as advertisers expected. The objectives of the project were to find 
out the extent to which there were differences between cognitive responses 
and affective responses to corporate and product bank advertisements. It was 
further intended to explore if such differences in response led to an intention to 
select the bank shown in the advertisement. The results were expected to 
identify the types of customer responses that could be encouraged by each 
type of advertisement. A clear answer would be useful for targeting advertising.
The research findings have established that there are differences 
between cognitive responses and affective responses to each type of 
advertising (corporate & product). Product advertising produces more cognitive 
responses than affective responses; in turn, corporate advertising produces 
more affective responses than cognitive responses. In addition, the findings 
show that there is no relationship between responses and demographic 
characteristics in the sample, i.e. gender, age, education and income. However, 
the present study has not established that the differences between the two
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types of responses (cognitive & affective) would affect the intention to select an 
institution, because there is some inconsistency among the results of the 
empirical studies. Nevertheless, there is a possibility that some respondents 
tend to select an institution when they have high affective responses towards 
the corporate advertisement or when they have high cognitive responses 
towards the product advertisement. This finding depends on the condition that 
customers select an institution and its products based on the response to the 
advertisement. It implies that advertisers can expect positive customer attitudes 
to advertisements if their advertisement has the right elements.
The fieldwork for this project consisted of a first pilot study on 40 
respondents; a second pilot study on 20 respondents, the main survey on a 
sample of 600 respondents and a validation study follow up on 60 respondents. 
In addition, 17 interviews were undertaken with experts in advertising agencies 
and banks to delve deeper in to the fieldwork findings. This study has 
contributed to knowledge in the following areas. First, the researcher has 
improved the usefulness of the instrument and questionnaires that were 
explored by others. The four empirical studies have confirmed the suitability of 
the instrument to address the research problem. The first pilot study has shown 
that the 5-point scale is not suitable for the specific sample used in this 
research. Since the questionnaire contained both cognitive and affective 
questions, respondents felt unsure when answering the questions on a wide 
Likert scale. They felt more comfortable with a dichotomous scale, as used in 
the second pilot study. This resulted in a clearer outcome with some differences 
in response between cognitive and affective questions. The main survey has
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demonstrated the suitability of the corrected instrument by eliciting a clear 
outcome from a large sample. The final validation study has supported the 
findings of the main study, thus endorsing the use of the chosen instrument.
Second, interval sampling is agreed by many professionals to be a good 
method to select a sample that represents the population well. The distribution 
of the sample in the age range 18 to 50 of both male and female is suited to the 
research because the findings aim to examine Bangkokian bank customers' 
attitudes to advertisements. The sample size of 600 taken for the main study of 
this project is much larger than most of the work encountered in the literature. It 
has an error of less than 5%, which helps with a clear outcome. However, with 
a larger budget and more time available, the validation study could have been 
carried out in Bangkok, in the same setting as the main study. The bank 
advertisement that was used as the stimulus is a suitable medium because 
Thai banks tend to concentrate on television to communicate their offerings to 
the market. However, again, with a larger budget and more time available, other 
advertisements and other stimuli could have been explored in the research.
Third, the advertisements used as stimuli for this research were selected 
by professionals from advertising agencies and Thai banks in real life, and as 
such were expected to yield results close to reality. The interviews showed that 
the professionals from both advertising agencies and banks were satisfied with 
the research methodology and the findings. They agreed that the enquiry would 
benefit from extension in other similar situations in financial services, where 
variables affecting cognitive and affective responses are similar. This will give 
the opportunity to look at the effect of some additional variables, for example.
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the “mood” of consumers watching the advertisement, which is a variable of 
affective responses.
Apart from these positive aspects, the project has contributed to 
establish if there are different affective and cognitive responses to the same 
stimulus. The findings support the ELM model of Petty and Cacioppo (1981) 
and are in line with Shimp's perspective (Muehling and McCann 1993; 
Gresham and Shimp 1985; Hill and Mazis 1986) in that the information in an 
advertisement could be processed in two streams. In one stream, the 
respondents can consciously consider the information provided in the 
advertisement through the central processing of information and form cognitive 
responses towards the stimulus. In another stream, respondents can form 
affective responses towards the advertisement by using their emotional feelings 
and by processing the message through the peripheral processing of 
information. This supports the argument that it is possible to study cognitive and 
affective responses separately, although some researchers (Wilmshurst 1993; 
Burke and Edell 1989) believe that reactions to advertising are always a 
combination of both cognitive and affective responses.
The findings also support the conceptual framework of attitudes towards 
advertising antecedents by MacKenzie and Lutz (1986,1989). They show that 
there are differences between variables of affective responses and variables of 
cognitive responses. Respondents have affective responses when they give 
positive response to variables which relate to emotions and feelings i.e. 
entertainment, empathy and confusion. They also understand better the 
advertisement. This result is also consistent with the findings of Batra and Ray
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(1986) & Burke and Edell (1989) who conclude that feelings can affect the 
nature of the thinking response which creates attitudes toward advertisements 
through the peripheral information process of ELM. This is different from the 
cognitive responses that occur when respondents have ad belief and ad 
credibility induced by an advertisement (MacKenzie and Lutz 1986, 1989). 
There is ad be//ef when respondents decide whether an advertisement provides 
relevant information about the service offered. There is ad credibility when an 
advertisement provides reliable information (i.e. respondents would have 
confidence in using the service after watching the advertisement) or when it 
convinces respondents to take an interest in the service offered. This is also 
consistent with the Fishbein model, as suggested by Engel et.al. (1995) that 
attitudes towards advertising are based on the summed set of beliefs about the 
advertisement.
In addition, the findings of this study support the service quality concept 
by GrOnroos (1990) stating that advertising as a service communication tool 
causes poor service quality when the advertisement does not communicate 
about the service to be delivered to customers. The findings show that there 
are negative cognitive responses when respondents watch the corporate 
advertisement, and there are negative affective responses when they watch the 
product advertisement. The results show that negative responses towards the 
advertisement are encouraged, when it lacks the appropriate element of 
cognitive and affective to each type of advertisement, which elicit unclear 
message to customers. This is consistent with lemchuen (1993) who suggested 
that if the right element is not included in a particular type of advertisement, it
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increases the degree of difference between what has been communicated 
about a service and the service delivery.
Another relevant conclusion is on the relationship between responses 
and demographic factors. Due to the fact that banks normally offer services to 
specific target markets e.g. student accounts; it was expected that different 
people would provide different responses to the stimulus. For example, Ogiivy 
& Mather (1993) showed that Thais who had been educated to higher than first 
degree level, had higher positive attitudes towards the Bangkok Bank than 
those who had been educated to lower than first degree level. Therefore, this 
project was expected to show differences in responses according to 
demographic factors e.g. educational background or age. A smaller scale 
project by Upul (1988) with different results, was suspected of not being correct; 
this has been supported by the findings of the present study i.e. there was no 
statistical relationship observed in the sample between attitudes to bank 
advertising and demographic characteristics. However, this relationship needs 
to be taken in to account and explored further in future research with a view to 
explaining the differences observed in the Ogiivy & Mather study. It must be 
recognised that different banks have different target audiences and expect to 
get a unique response from each target. Customers with a higher educational 
background tend to have greater knowledge of the financial markets; therefore, 
they are likely to be in a better position to make a cognitive decision on the 
basis of facts than those with a lower educational background.
Lastly, the findings of this project make some practical contribution to 
decision making by advertising managers. The findings suggest that the right
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advertisement at the right time is important because it helps eke positive 
customer responses. This means that advertisers should know which type of 
advertisement is to be used and which elements of the content should be 
included in that particular type of advertisement. It follows that advertisers 
would know whether cognitive or affective elements should be included in an 
advertisement (product or corporate). A product advertisement should be used 
when a bank has some information about services or other related news, such 
as a new service being offered or a new promotion for any service, to notify 
customers about it. The information in the advertisement must be believable, 
convincing and valuable to consumers i.e. the message should be specific and 
factual. The information must not be exaggerated because this could create 
negative responses to the advertisement, which may deter potential consumers 
from selecting the bank. For example, a product advertisement of a gift cheque 
should provide information as to when a gift cheque could be used, where to 
get further information about it or where to buy one. These factors will 
contribute to a high cognitive content. A corporate advertisement should be 
produced when a bank would like to create an image for itself. An 
advertisement could show a bank's responsibility to society, for example, by 
providing scholarships, or by convincing people to make donations for disabled 
persons. It could contain some information about the organisation itself, in order 
to create a positive image. Whatever the angle, however, it must be 
entertaining, easy to understand since it likely to contain more pictures than 
messages, and it must make sense (not too much fiction). These factors will 
create highly affective responses. An advertisement might be difficult to
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understand if it is not entertaining, and it might consequently produce negative 
affective responses which could deter consumers from selecting the institution. 
The validation interviews of this project, which took place with advertising 
professionals, have confirmed that the research findings reflect the need to 
build greater brand strength and values. It helps financial advertisers to 
approach customers with a clear point of difference between products and 
between institutions, since the differentiation between financial service products 
is gradually being eroded. It also contributes to maintaining customer trust 
towards advertising communications.
Furthermore, the fieldwork was run in a part of the world where this kind 
of research had not been conducted before, and has therefore brought new 
information for use by future researchers. In the case of Thai bank 
advertising, the interviews with bank managers revealed that some banks still 
produce television advertisements without having a clear definition of what 
they are trying to achieve. They have not considered certain elements or 
variables for each type of advertisement to differentiate them. Some saturate 
appearances on television to create awareness. However, the effectiveness 
of this indiscriminate form of advertising does not increase in proportion to the 
amount spent; in fact, there must be some point at which it becomes 
counterproductive. Therefore, the findings from this research should 
contribute to the management of Thai bank advertising. Although advertising 
may differ between markets, research has shown that advertisers in many 
countries are interested in improving their advertising strategy to compete in 
their chosen markets. Chan (1996) for example, was interested in the effect
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of each type of advertising on Chinese viewers' perceptions. He found that 
the Chinese had different perceptions of informative emotional 
advertisements. Although his results did not concentrate on each element of 
the different types of advertising, they are similar to those found in this 
project, in that the two types of advertisement encourage different responses 
in Chinese customers. In the UK and US, there is not much published 
research on advertising of financial services. The limited literature reviewed 
shows that people have different attitudes towards each type of advertising 
e.g. in James and Alman (1996), and Celuch and Slama (1995). In addition, 
managers could apply these findings to their marketing strategy e.g. through 
the service lifecycle. At the introduction stage of the lifecycle, a product 
advertisement could help to promote a service to establish an awareness and 
appreciation of its features. Advertisements would contribute through the 
growth stage of the lifecycle by improving marketing acceptance of the service. 
At the maturity stage of the lifecycle, a corporate advertisement could be 
beneficial to help reassure customers about the reputation of the institution.
There are grounds for debate as to whether advertising managers 
should produce an advertisement containing both affective and cognitive 
elements. Much of the research reviewed does not show any work applying 
both types of elements in one advertisement, it would therefore be worth 
exploring this in a further study. Another area that would need further 
exploration is whether the research findings would apply to other financial 
services or to other countries. The literature reviewed was not helpful in this 
respect.
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The interviews show that some advertising professionals are reluctant to 
apply the research findings to advertising in other sectors in case other 
products have different variables of cognitive or affective responses from those 
tested in this project. However, some agree that the research findings could be 
extended to apply beyond the financial sectors because they believe that the 
findings have contributed directly to our understanding of advertising in general 
and not only as it applies to the financial services industry in Thailand. Many 
professionals suggest that a basic problem for advertisers is to recognise the 
relationship between types of advertising and types of customer response. In 
this way, advertisers would know whether cognitive or affective elements should 
be included in their advertisements according to the response that they are 
aiming to generate. The desired response may be encouraged by certain 
elements in the advertising and may help customers decide about the 
institution; advertisers learning to produce advertisements with suitable 
characteristics for defined objectives.
To summarise, the research brings new information to bank 
advertising, with a lesson for advertisers that they should consider the 
contribution of cognitive or affective elements in each type of bank 
advertisement. The research has also confirmed the usefulness of the 
methodology adopted and its suitability for similar studies.
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APPENDIX 1A THE QUESTIONNAIRE SET 1 AND SET 2 
(FOR THE FIRST PILOT STUDY)
SURVEY OF COGNITIVE RESPONSES
This survey is being carried out as part of the research for the degree of Ph.D. 
at the University of Surrey, United Kingdom. Its purpose is to find out how 
customers respond to different types of bank advertising.
INSTRUCTION FOR THE COMPLETION OF QUESTIONNAIRE 1
Please answer Sections 1 & 2 before you see the advertisement and complete 
Section 3 after seeing it. Thank you.
Section 1 General Information
This section seeks general information about yourself. Please tick the answer 
that is relevant to you.
1. Sex □ Male
□ Female
2. Age □ 18-22 years old
□ 23-27
□ 28-34
□ 35-41
□ 42-50
3. Education □ High School
□ Undergraduate Degree
□ Postgraduate Degree onwards
□ Others (Please specify)
4. Salary per Month □ less than 17,500 Baht
□ 17,500-24,999 Baht
□ 25,000-32,499 Baht
□ 32,500-39,999 Baht
□ 40,000 Baht onwards
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Section 2 Personal Attitude towards Advertising
The following questions ask about your opinion of Bank advertising on 
television in general.
5. What do you think about watching Bank advertisement on television.?
□ Enjoy
□ Do not enjoy
□ No difference
6. In general, is your impression of bank advertising before 
seeing the advertisement ?
□ Positive
□ Negative
□ No opinion
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Section 3 Personal Responses toward the advertisement
This section deals with your thoughts about the advertisement that you have 
just seen.
On a scale of 1 to 5, please rate the extent to which the advertisement has 
affected your response to each statement.
1
2
3
4
5
Strongly Disagree 
Disagree
Indifferent/No opinion 
Agree
Strongly Agree
Statements
7.
During the commercial, I thought about how the bank 
might be useful to me.
The commercial was very informative.
The commercial showed me what to look for when 
deciding to select a service of the bank.
8.
I learned something from the commercial that I did not 
know before.
The commercial told me about the service offered by the 
bank.
The information contained in the commercial was valuable.
This advertisement would help me to decide which bank I 
might choose to be a customer of.
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Statements
10.
The commercial reminded me that I am dissatisfied with 
the service I now receive. Now I am looking for something 
better.
The information provided by the advertisement is honest 
and reliable.
It was a realistic advertisement.
The advertisement creates a very positive impression of 
the services of the bank.
I would have more confidence in using the service of the 
bank now than before I saw this commercial.
11.
The advertisement demonstrated the claims it made for 
the bank effectively.
I have no doubt about the bank service as advertised.
I think that the service of the bank as advertised is 
interesting.
The commercial has convinced me to try the service of 
the bank.
12.
On the basis of the advert shown, I will select the bank 
advertised.
13.
After seeing the advertisement, I would like to become a 
customer of the bank.
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SURVEY OF AFFECTIVE RESPONSES
This survey is being carried as part of the research for the degree of Ph.D. at 
the University of Surrey, United Kingdom. Its purpose is to discover how 
customers respond to different types of bank advertising.
INSTRUCTIONS FOR THE COMPLETION OF QUESTIONNAIRE 2
Please answer Sections 1 & 2 before you see the advertisement and complete 
Section 3 after seeing it. Thank you.
Section 1 General Information
This section deals with general information about yourself. Please tick the 
answer that is relevant to you.
1. Sex □ Male
□ Female
2. Age □ 18-22 years old
□ 23-27
□ 28-34
□ 35-41
□ 42-50
3. Education □ High School
□ Undergraduate Degree
□ Postgraduate Degree onwards
□ Others (Please specify)
4. Salary per Month □ less than 17,500 Baht
□ 17,500-24,999 Baht
□ 25,000-32,499 Baht
□ 32,500-39,999 Baht
□ 40,000 Baht onwards
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Section 2 Personal Attitude toward Advertising
The following questions ask about your opinion of bank advertising on 
television.
5. What do you think about watching Bank advertisement on television.?
□ Enjoy
□ Do not enjoy
□ No difference
6. In general, is your impression of bank advertising before 
seeing the advertisement ?
□ Positive
□ Negative
□ No opinion
367
Section 3 Personal Responses toward the advertisement
This section deals with how you feel about the advertisement you have just 
seen.
On a scale of 1 to 5, please show the extent to which the advertisement has 
affected your response to each statement.
Strongly Disagree 
Disagree
Indifferent/No opinion 
Agree
Strongly Agree
Statements
It is the kind of commercial that I would recall when 
selecting a bank.
The commercial was not just selling - it was entertaining 
me.
The commercial was lots of fun to watch and listen to. 
The commercial was entertaining.
8.
The commercial was not too complex, I was clear about 
what was going on.
I clearly understood the advertisement.
It was not distracting trying to watch the screen and listen 
to the words at the same time.
It did not require a lot of effort to follow the commercial.
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Statements 1 2 3 4 5
9.
That's my idea - the kind of life that commercial showed.
1 would like to have an experience like the one shown in 
the advertisement.
1 felt that the commercial was acting out what 1 feel at 
times.
1 felt that the commercial was very realistic.
10.
1 understand the image of the bank after seeing the 
advertisement.
1 can imagine how good the bank would be.
11.
Using the bank advertised makes me feel good about 
myself.
It's hard to put into words, but this commercial leaves me 
with a good feeling about using the bank advertised.
12.
On the basis of the advertisement shown, 1 would select 
the bank.
13.
After seeing the advertisement, 1 would like to be the 
bank's customer.
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APPENDIX 1B THE QUESTIONNAIRE SET 1 AND SET 2
(FOR THE SECOND PILOT STUDY, THE MAIN AND
THE VALIDATION STUDIES)
SURVEY OF COGNITIVE RESPONSES
This survey is being carried out as part of the research for the degree of Ph.D. 
at the University of Surrey, United Kingdom. Its purpose is to find out how 
customers respond to different types of Bank advertising.
INSTRUCTION FOR THE COMPLETION OF QUESTIONNAIRE 1
Please answer Sections 1 & 2 before you see the advertisement and complete 
Section 3 after seeing it. Thank you.
Section 1 General Information
This section seeks general information about yourself. Please tick the answer 
that is relevant to you.
1. Sex □ Male
□ Female
2. Age □ 18-22 years old
□ 23-27
□ 28-34
□ 35-41
□ 42-50
3. Education □ High School
□ Undergraduate Degree
□ Postgraduate Degree onwards
□ Others (Please specify)
4. Salary per Month □ less than 17,500 Baht
□ 17,500-24,999 Baht
□ 25,000-32,499 Baht
□ 32,500-39,999 Baht
□ 40,000 Baht onwards
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Section 2 Personal Attitude towards Advertising
The following questions ask about your opinion of Bank advertising on 
television in general.
5. What do you think about watching Bank advertisement on television.?
□ Enjoy
□ Do not enjoy
□ No difference
6. In general, is your impression of bank advertising before 
seeing the advertisement ?
□ Positive
□ Negative
□ No opinion
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Section 3 Personal Responses toward the advertisement
This section deals with your thoughts about the advertisement that you have 
just seen.
Please tick "Yes" when you agree with the statements and 
tick "No" when you disagree with the statements.
Statements Yes No
7.
During the commercial, 1 thought about how the bank might 
be useful to me.
The commercial was very informative.
8.
1 learned something from the commercial that 1 did not 
know before.
The commercial told me about the service offered by the 
bank.
9.
The information contained in the commercial was valuable.
This advertisement would help me to decide which bank 1 
might choose to be a customer of.
10.
The information provided by the advertisement is honest 
and reliable.
It was a realistic advertisement.
1 would have more confidence in using the service of the 
bank now than before 1 saw this commercial.
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Statements Yes No
11.
The advertisement demonstrated the claims it made for 
the bank effectively.
1 have no doubt about the bank service as advertised.
The commercial has convinced me to try the service of 
the bank.
12.
On the basis of the advertisement shown, 1 will select the 
bank advertised.
13.
After seeing the advertisement, 1 would like to become a 
customer of the bank.
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SURVEY OF AFFECTIVE RESPONSES
This survey is being carried as part of the research for the degree of Ph.D. at 
the University of Surrey, United Kingdom. Its purpose is to discover how 
customers respond to different types of Bank advertising.
INSTRUCTIONS FOR THE COMPLETION OF QUESTIONNAIRE 2
Please answer Sections 1 & 2 before you see the advertisement and complete 
Section 3 after seeing it. Thank you.
Section 1 General Information
This section deals with general information about yourself. Please tick the 
answer that is relevant to you.
1. Sex □ Male
□ Female
2. Age □ 18-22 years old
□ 23-27
□ 28-34
□ 35-41
□ 42-50
3. Education □ High School
□ Undergraduate Degree
□ Postgraduate Degree onwards
□ Others (Please specify)
4. Salary per Month □ less than 17,500 Baht
□ 17,500-24,999 Baht
□ 25,000-32,499 Baht
□ 32,500-39,999 Baht
□ 40,000 Baht onwards
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Section 2 Personal Attitude toward Advertising
The following questions ask about your opinion of bank advertising on 
television.
5. What do you think about watching Bank advertisement on television.?
□ Enjoy
□ Do not enjoy
□ No difference
6. In general, is your impression of bank advertising before 
seeing the advertisement ?
□ Positive
□ Negative
□ No opinion
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Section 3 Personal Responses toward the advertisement
This section deals with how you feel about the advertisement you have just 
seen.
Please tick "Yes" when you agree with the statements and 
tick "No" when you disagree with the statements.
Statements Yes No
7.
The commercial was not just selling - it was entertaining 
me.
The commercial was lots of fun to watch and listen to.
8.
The commercial was not too complex, 1 was clear about 
what was going on.
1 clearly understood the advertisement.
9.
That's my idea - the kind of life that commercial showed. 
1 felt that the commercial was very realistic.
10.
1 understand the image of the bank after seeing the 
advertisement.
1 can imagine how good the bank would be.
11.
It's hard to put into words, but this commercial leaves me 
with a good feeling about using the bank advertised.
12.
On the basis of the advertisement shown, 1 would select the 
bank.
13.
After seeing the advertisement, 1 would like to be the bank's 
customer.
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APPENDIX 2 
STEP 1 SET 1 
Group 1 
Group 3
THE ANOVA RESULT OF THE FIRST PILOT STUDY 
Comparison between Group 1 and Group 3 
Corporate Advertisement & Cognitive questions 
Product Advertisement & Cognitive questions
Source D.F. Mean
Squares
F Ratio F.Prob.
0.7
Between Groups 1 .2305 .3486 .5615
Within Groups 20 .6612
Total 21
0.8
Between Groups 1 .3186 .4156 .5265
Within Groups 20 .7665
Total 21
0.9
Between Groups 1 1.9636 3.4450 .0782
Within Groups 20 .5700
Total 21
0.10
Between Groups 1 .0155 .0698 .7943
Within Groups 20 .2221
Total 21
0.11
Between Groups 1 .9470 1.5448 .2283
Within Groups 20 .6130
Total 21
0.12
Between Groups 1 .0242 .0236 .8795
Within Groups 20 1.0283
Total 21
0.13
Between Groups 1 .0545 .0646 .8020
Within Groups 20 .8450
Total 21
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STEP 1 SET 2 
Group 2 
Group 4
Comparison Between Group 2 and Group 4 
Corporate Advertisement & Affective questions 
Product Advertisement & Affective questions
Source D.F. Mean
Squares
F Ratio F.Prob.
0.7
Between Groups 1 .0741 .2249 .6402
Within Groups 21 .3295
Total 22
0.8
Between Groups 1 .3186 1.3043 .2663
Within Groups 21 .7665
Total 22
0.9
Between Groups 1 .2889 .3809 .5437
Within Groups 21 .7610
Total 22
0.10
Between Groups 1 .2401 .7785 .3876
Within Groups 21 .3084
Total 22
0.11
Between Groups 1 .0000 .0000 1.0000
Within Groups 21 .9286
Total 22
0.12
Between Groups 1 .0053 .0044 .9478
Within Groups 21 1.2006
Total 22
0.13
Between Groups 1 .0053 .0058 .9402
Within Groups 21 .9149
Total 22
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STEP 2 
Groups 1 & 3 
Groups 2 & 4
Comparison Between Groups 1+3 and Groups 2+4 
Cognitive Questions 
Affective Questions
Source D.F. Mean
Squares
F Ratio F.Prob.
Q.7
Between Groups 1 2.1095 4.4359 .0411
Within Groups 43 .4756
Total 44
Q.8
Between Groups 1 11.0674 18.5159 .0001
Within Groups 43 .5977
Total 44
Q.9
Between Groups 1 .0016 .0026 9597Within Groups 43 .6116
Total 44
Q.10
Between Groups 1 .4081 2.2877 .1377
Within Groups 43 .1784
Total 44
Q.11
Between Groups 1 1.3954 1.8345 .1827
Within Groups 43 .7606
Total 44
Q.12
Between Groups 1 6.9917 6.5633 .0140
Within Groups 43 1.0653
Total 44
Q.13
Between Groups 1 5.4725 6.5055 .0144
Within Groups 43 .8412
Total 44
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STEP 3 1ST TIME Comparison Between Group 1 And Group 2 
Group 1 Corporate Advertisement & Cognitive questions
Group 2 Corporate Advertisement & Affective questions
Source D.F. Mean
Squares
F Ratio F.Prob.
Q.7
Between Groups 1 .7576 1.4254 .2472
Within Groups 19 .5315
Total 20
Q.8
Between Groups 1 8.7290 13.9557 .0014
Within Groups 19 .6255
Total 20
Q.9
Between Groups 1 .1108 .2005 .6594
Within Groups 19 .5528
Total 20
Q.10
Between Groups 1 .4946 4.0541 .0584
Within Groups 19 .1220
Total 20
Q.11
Between Groups 1 .0818 .0906 .7666
Within Groups 19 .9030
Total 20
Q.12
Between Groups 1 2.8403 1.8327 .1917
Within Groups 19 1.5498
Total 20
Q.13
Between Groups 1 2.8403 2.7752 .1121
Within Groups 19 1.0234
Total 20
380
STEP 3 2ND TIME Comparison Between Group 3 And Group 4 
Group 3 Product Advertisement & Cognitive Questions
Group 4 Product Advertisement & Affective Questions
Source D.F. Mean
Squares
F Ratio F.Prob.
Q.7
Between Groups 1 1.3380 2.9300 .1010
Within Groups 22 .4566
Total 23
Q.8
Between Groups 1 3.1901 5.4357 .0293
Within Groups 22 .5869
Total 23
Q.9
Between Groups 1 .0417 .0703 .7934
Within Groups 22 .5928
Total 23
Q.10
Between Groups 1 .0417 .1813 .6744
Within Groups 22 .2298
Total 23
Q.11
Between Groups 1 1.7601 2.6519 .1177
Within Groups 22 .6638
Total 23
Q.12
Between Groups 1 4.1667 5.6122 .0272
Within Groups 22 .7424
Total 23
Q.13
Between Groups 1 2.6667 3.5200 .0740
Within Groups 22 .7576
Total 23
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APPENDIX 3 THE RESULT OF THE FIRST PILOT STUDY 
(ANALYSIS II)
Group 1 Corporate Advertisement & Cognitive Responses
Questions Yes No Total
7 14 10 24
8 7 10 17
9 14 4 18
10 14 15 29
11 21 8 29
12 3 3 6
13 2 3 5
Total 75 53 128
% 58.59 41.41 100.00
Group 2 Corporate Advertisement & Affective Responses
Questions Yes No Total
7 22 3 25
8 37 3 40
9 23 7 30
10 17 0 17
11 11 5 16
12 7 3 10
13 6 1 7
Total 123 22 145
% 84.83 15.17 100.00
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Group 3 Product Advertisement & Cognitive Responses
Questions Yes No Total
7 16 12 28
8 11 11 22
9 8 8 16
10 15 16 31
11 17 19 36
12 3 3 6
13 3 3 6
Total 73 72 145
% 50.34 49.66 100.00
Group 4 Product Advertisement & Affective Responses
Questions Yes No Total
7 28 6 34
8 37 4 41
9 19 15 34
10 17 1 18
11 17 6 23
12 9 1 10
13 9 1 10
Total 136 34 170
% 80.00 20.00 100.00
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APPENDIX 4 THE RESULT OF THE SECOND PILOT STUDY
Group 1 Corporate Advertisement & Cognitive Responses
Questions Yes No Total
7 8 12 20
8 3 17 20
9 6 14 20
10 6 24 0
11 12 18 30
12 0 10 10
13 0 10 10
Total 35 105 140
% 25.00 75.00 100.00
Group 2 Corporate Advertisement & Affective Responses
Questions Yes No Total
7 15 5 20
8 19 1 20
9 15 5 20
10 16 4 20
11 8 2 10
12 7 3 10
13 9 1 10
Total 89 21 110
% 80.91 19.09 100.00
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Group 3 Product Advertisement & Cognitive Responses
Questions Yes No Total
7 20 0 20
8 20 0 20
9 16 4 20
10 22 8 30
11 22 8 30
12 4 6 10
13 2 8 10
Total 106 34 140
% 75.71 24.29 100.00
Group 4 Product Advertisement & Affective Responses
Questions Yes No Total
7 5 5 20
8 5 15 20
9 14 6 20
10 0 20 20
11 2 8 10
12 4 6 10
13 3 7 10
Total 33 77 110
% 30.00 70.00 100.00
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APPENDIX 5 THE RESULT OF THE MAIN STUDY
Group 1 Corporate Advertisement & Cognitive Responses
Questions Yes No Total
7 0 600 600
8 0 600 600
9 75 525 600
10 116 783 899
11 101 796 897
12 28 271 299
13 27 272 299
Total 347 3847 4194
% 8.27 91.73 100.00
Group 2 Corporate Advertisement & Affective Responses
Questions Yes No Total
7 600 0 600
8 532 68 600
9 475 125 600
10 600 0 600
11 300 0 300
12 249 51 300
13 256 44 300
Total 3012 288 3300
% 91.27 8.72 100.00
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Group 3 Product Advertisement & Cognitive Responses
Questions Yes No Total
7 583 17 600
8 600 0 600
9 551 49 600
10 828 71 899
11 787 111 898
12 240 60 300
13 245 55 300
Total 3834 363 4197
% 91.35 8.65 100.00
Group 4 Product Advertisement & Affective Responses
Questions Yes No Total
7 4 596 600
8 84 516 600
9 92 508 600
10 0 600 600
11 23 277 300
12 29 271 300
13 32 268 300
Total 264 3036 3300
% 8.00 92.00 100.00
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APPENDIX 6 THE RESULT OF THE MAIN STUDY - ANALYSIS II
Group 1 Corporate Advertisement & Cognitive Responses
Table 1 Respondents by Gender
Questions
Male
YES
Female Male
NO
Female
7 0 0 300 300
8 0 0 300 300
9 45 30 255 270
10 71 46 379 404
11 60 40 387 409
12 20 8 129 142
13 19 8 130 142
Total 215 132 1880 1967
% 5.13 3.15 44.83 46.90
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Table 2 Respondents by Age
Q. YES NO
18-22 23-27 28-34 35-41 42-50 18-22 23-27 28-34 35-41 42-50
7 0 0 0 0 0 60 122 186 144 88
8 0 0 0 0 0 60 122 186 144 88
9 11 13 31 15 5 49 109 155 129 83
10 19 17 36 25 19 71 165 243 191 113
11 13 14 27 29 18 77 169 249 187 114
12 4 3 10 9 2 26 58 82 63 42
13 4 3 9 9 2 26 58 83 63 42
Total 51 50 113 87 46 369 803 1184 921 570
% 1.22 1.19 2.69 2.07 1.10 8.80 19.15 28.23 21.96 13.59
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Tables Respondents by Education
Q. YES NO
HS UG PG 0 HS UG PG 0
7 0 0 0 0 50 262 190 98
8 0 0 0 0 50 262 190 98
9 7 38 18 12 43 224 172 86
10 13 54 27 22 62 338 258 125
11 10 51 25 15 65 342 257 132
12 3 13 6 6 22 118 88 43
13 2 13 6 6 23 118 88 43
Total 35 169 82 61 315 1664 1243 625
% 0.83 4.03 1.96 1.45 7.51 39.68 29.64 14.90
Note : HS = High School
UG = Undergraduate degree 
PG = Postgraduate degree 
O = Others
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Table 4 Respondents by Salary
Q. YES NO
a b C d e a b C d e
7 0 0 0 0 0 150 138 178 92 42
8 0 0 0 0 0 150 138 178 92 42
9 21 22 22 9 1 129 116 156 83 41
10 37 32 28 14 5 188 174 239 124 58
11 30 25 24 16 6 135 182 240 122 57
12 9 7 7 4 1 66 62 81 42 20
13 8 7 7 4 1 67 62 81 42 20
Total 105 93 88 47 14 885 872 1153 597 280
% 2.50 2.22 2.10 1.12 0.34 21.10 20.79 27.49 14.23 6.68
Note : Level a < 17,500 Baht
Level b 17,500-24,999 Baht
Level 0 25,000-32,499 Baht
Level d 32,500-39,999 Baht
Level e >= 40,000 Baht
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Group 2 Corporate Advertisement & Affective Responses
Table 1 Respondents by Gender
Questions
Male
YES
Female Male
NO
Female
7 300 300 0 0
8 264 268 36 32
9 224 251 76 49
10 300 300 0 0
11 150 150 0 0
12 117 132 33 18
13 120 136 30 14
Total 1475 1537 175 113
% 44.70 46.58 5.30 3.42
Table 2 Respondents by Age
Q. YES NO
18-22 23-27 28-34 35-41 42-50 18-22 23-27 28-34 35-41 42-50
7 60 122 186 144 88 0 0 0 0 0
8 52 109 166 124 81 8 13 20 20 7
9 47 95 142 111 80 13 27 44 33 8
10 60 122 186 144 88 0 0 0 0 0
11 30 61 93 72 44 0 0 0 0 0
12 25 52 77 57 38 5 9 16 15 6
13 26 52 79 60 39 4 9 14 12 5
Total 300 613 929 712 458 30 58 94 80 26
% 9.09 18.56 28.15 21.58 13.88 0.91 1.76 2.85 2.42 0.79
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Table 3 Respondents by Education
Q. YES NO
HS UG PG 0 HS UG PG 0
7 50 262 190 98 0 0 0 0
8 44 226 170 92 6 36 20 6
9 44 193 154 84 6 69 36 14
10 50 262 190 98 0 0 0 0
11 25 131 95 49 0 0 0 0
12 22 102 82 43 3 29 13 6
13 23 106 84 43 2 25 11 6
Total 258 1282 965 507 17 159 80 32
% 7.82 38.85 29.24 15.36 0.52 4.82 2.42 0.97
Note : HS = High School
UG = Undergraduate degree 
PG = Postgraduate degree 
O = Others
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Table 4 Respondents by Salary
Q. YES NO
a b 0 d e a b 0 d e
7 150 138 178 92 42 0 0 0 0 0
8 138 120 151 87 36 12 18 27 5 6
9 128 98 131 88 30 22 40 47 4 12
10 150 138 178 92 42 0 0 0 0 0
11 75 69 89 46 21 0 0 0 0 0
12 66 55 69 42 17 9 14 20 4 4
13 67 56 73 43 17 8 13 16 3 4
Total 774 674 869 490 205 51 85 110 16 26
% 23.45 20.42 26.33 14.85 6.21 1.55 2.58 3.33 0.48 0.79
Note : Level a < 17,500 Baht
Level b 17,500-24,999 Baht
Level 0 25,000-32,499 Baht
Level d 32,500-39,999 Baht
Level e >= 40,000 Baht
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Group 3 Product advertisement & Cognitive Responses
Table 1 Respondents by Gender
Questions
Male
YES
Female Male
NO
Female
7 292 291 8 9
8 300 300 0 0
9 278 273 22 27
10 417 411 33 38
11 398 389 52 59
12 123 117 27 33
13 123 122 27 28
Total 1931 1903 169 194
% 46.01 45.34 4.03 4.62
Table 2 Respondents by Age
Q. YES NO
18-22 23-27 28-34 35-41 42-50 18-22 23-27 28-34 35-41 42-50
7 65 104 182 146 86 1 4 6 6 0
8 66 108 188 152 86 0 0 0 0 0
9 63 101 170 132 85 3 7 18 20 1
10 91 154 256 208 119 7 8 26 20 10
11 83 146 248 191 119 14 16 34 37 10
12 26 46 74 55 39 7 8 20 21 4
13 26 46 78 57 38 7 8 16 19 5
Total 420 705 1196 941 572 39 51 120 123 30
% 10.01 16.80 28.50 22.42 13.63 0.93 1.22 2.86 2.93 0.71
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Table 3 Respondents by Education
Q. YES NO
HS UG PG 0 HS UG PG 0
7 51 252 183 97 3 6 7 1
8 54 258 190 98 0 0 0 0
9 49 241 170 91 5 17 20 7
10 73 358 259 138 8 28 26 9
11 67 349 248 123 14 36 37 24
12 18 111 73 38 9 18 22 11
13 16 113 79 37 11 16 16 12
Total 328 1682 1202 622 50 121 128 64
% 7.82 40.08 28.64 14.82 1.19 2.88 3.05 1.52
Note : HS = High School
UG = Undergraduate degree 
PG = Postgraduate degree 
O = Others
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Table 4 Respondents by Salary
Q. YES NO
a b 0 d e a b 0 d e
7 157 111 162 72 61 5 1 6 4 1
8 162 132 168 76 62 0 0 0 0 0
9 148 129 153 63 58 14 3 15 13 4
10 222 186 233 97 90 20 12 19 17 3
11 204 182 224 88 89 37 16 28 26 4
12 61 60 67 24 28 20 6 17 14 3
13 58 58 76 25 28 23 8 8 13 3
Total 1012 878 1083 445 416 119 46 93 87 18
% 24.11 20.92 25.80 10.60 9.91 2.84 1.10 2.22 2.07 0.43
Note : Level a < 17,500 Baht
Level b 17,500-24,999 Baht
Level 0 25,000-32,499 Baht
Level d 32,500-39,999 Baht
Level e >= 40,000 Baht
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Group 4 Product Advertisement Affective Responses
Table 1 Respondents by Gender
Questions
Male
YES
Female Male
NO
Female
7 2 2 300 296
8 42 42 260 256
9 43 49 255 249
10 0 0 302 298
11 10 13 141 136
12 14 15 137 134
13 16 16 135 133
Total 127 137 1534 1502
% 3.85 4.15 46.48 45.52
Table 2 Respondents by Age
Q. YES NO
18-22 23-27 28-34 35-41 42-50 18-22 23-27 28-34 35-41 42-50
7 1 0 1 2 0 63 110 185 152 86
8 12 18 20 18 16 52 92 166 136 70
9 19 18 24 24 7 45 92 162 130 79
10 0 0 0 0 0 64 110 186 154 86
11 2 6 7 6 2 30 49 86 71 41
12 5 6 7 8 3 27 49 86 69 40
13 5 7 8 8 4 27 48 85 69 39
Total 44 55 67 66 32 308 550 956 781 441
% 1.33 1.67 2.03 2.00 0.97 9.33 16.67 28.97 23.67 13.36
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Tables Respondents by Education
Q. YES NO
HS UG PG 0 HS UG PG 0
7 0 2 1 1 54 258 195 89
8 14 37 24 9 40 225 170 81
9 16 44 21 11 36 216 177 79
10 0 0 0 0 54 258 190 98
11 4 13 5 1 22 117 94 44
12 10 13 5 1 16 117 94 44
13 8 16 6 2 18 114 91 45
Total 52 125 62 25 240 1305 1011 480
% 1.58 3.79 1.88 0.76 7.27 39.55 3.06 14.55
Note : HS = High School
UG = Undergraduate degree 
PG = Postgraduate degree 
O = Others
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Table 4 Respondents by Salary
Q. YES NO
a b 0 d e a b 0 d e
7 2 0 1 0 1 154 134 167 80 61
8 28 18 19 10 9 128 116 149 70 53
9 34 24 18 4 12 122 110 150 76 50
10 0 0 0 0 0 156 134 168 80 62
11 8 5 7 1 2 70 62 77 39 29
12 13 7 6 1 2 65 60 78 39 29
13 13 8 6 1 4 65 59 78 39 27
Total 98 62 57 17 30 760 675 867 423 311
% 2.97 1.88 1.73 0.52 0.91 23.03 20.45 26.27 12.81 9.42
Note : Level a < 17,500 Baht
Level b 17,500-24,999 Baht
Level 0 25,000-32,499 Baht
Level d 32,500-39,999 Baht
Level e >= 40,000 Baht
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APPENDIX 7 THE RESULT OF THE VALIDATION STUDY
Group 1 Corporate Advertising & Cognitive Responses
Questions Yes No Total
7 9 51 60
8 3 57 60
9 11 49 60
10 20 70 90
11 17 73 90
12 7 23 30
13 6 24 30
Total 73 347 420
% 17.38 82.62 100.00
Group 2 Corporate Advertising & Affective Responses
Questions Yes No Total
7 57 3 60
8 59 1 60
9 35 25 60
10 56 4 60
11 15 15 30
12 6 24 30
13 6 24 30
Total 234 96 330
% 70.91 29.09 100.00
401
Group 3 Product Advertising & Cognitive Responses
Questions Yes No Total
7 60 0 60
8 59 1 60
9 47 13 60
10 79 11 90
11 79 11 90
12 24 6 30
13 23 7 30
Total 371 49 420
% 88.33 11.67 100.00
Group 4 Product Advertising & Affective Responses
Questions Yes No Total
7 2 58 60
8 42 18 60
9 15 45 60
10 10 50 60
11 8 22 30
12 10 20 30
13 11 19 30
Total 98 232 330
% 29.70 70.30 100.00
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APPENDIX 8 THE CORPORATE ADVERTISEMENT AND THE
PRODUCT ADVERTISEMENT 
(FOR THE FIRST PILOT STUDY)
PRODUCT BANK ADVERTISEMENT
This storyboard represents a product bank advertisement. In this case, 
the product of the bank is a credit card. The advertisement aims to inform 
people that the credit card offered is very convenient to be used. It shows that it 
is easy to carry only one card of a bank and customers will receive many 
advantages and special rights at some particular places.
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CORPORATE BANK ADVERTISEMENT
This storyboard represents a corporate bank advertisement. This 
advertisement had been done for the title of "50 years - love Baht". It shows 
that the bank is proud to be with the Thai people and Thai currency (Baht) for 
50 years. The advertisement tries to create a good image for the bank showing 
that they have been beneficial to the Thai people and to the country. The detail 
of the advertisement is as follows
Page 1 one drop of water, one person, growing one tree
Page 2 one million drops of water, one million people, growing
lots of tree.
Page 3 one person, one Baht, create good thing
Page 4 one million people, one million Baht, growing Thailand
Page 5 Love Thailand, Love "Baht"
Page 6 Help developing Thailand, "Baht" is Thai money
giving benefit to Thai people and Thailand, not for 
others.
Page 7 Try to keep "Baht" value. Good things will be returning 
to you and Thailand.
Page 8 Having "Baht", having Thailand. The bank is proud to stay side
by side to you and to "Baht" throughout these 50 years.
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APPENDIX 9 THE CORPORATE ADVERTISEMENT AND THE
PRODUCT ADVERTISEMENT
(FOR THE SECOND PILOT STUDY, THE MAIN
AND THE VALIDATION STUDIES)
PRODUCT BANK ADVERTISEMENT
This storyboard represents a product bank advertisement. In this case, 
the product of the bank is a gift cheque. The advertisement aims to inform 
people about the occasion of using the gift cheque and about its advantage. It 
shows that it is easy to get them and give them to other people as valuable 
gifts.
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PRODUCT COMMERCIAL BANK AD
TITLE GIFT CHEQUE
Y
3. If you are looking for a valuable gift 
for someone to represent your best wish? 
please think about our gift cheque.
When you buy our gift cheque, 
there is interest on it.
It is easy to give to anyone
and that person could
cash money with the interest.
You would be happy to give him 
the gift cheque and the 
receiver would be impressed,too.
CORPORATE BANK ADVERTISEMENT
The storyboard represents a corporate bank advertisement. It represents 
the image of the bank that customers are always important to them.
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PRODUCT : CORPORATE BANK AD
TITLE : "Important Person Part I"
At least, there is one place
that recognize that you are always important
HÉ.
For us, you are always important
PRODUCT
TITLE
CORPORATE BANK AD 
"Important Person Part II
If going to the bank makes you feel
r
like this
■ I
For u s , you are always important.
APPENDIX 10 THE POPULATION AND AMOUNT OF FAMILY IN 
BANGKOK AREA
(Reference : Dentsu, Young and Rubicam 1994)
Area Male Female Total Family
Bangkok 
38 Areas are
5,584,226 9,970,587 15,554,813 1,562,160
Pranakorn 44,610 42,645 87,255 19,935
Dusit 94,639 76,667 171,306 26,002
Nongjok 33,999 34,392 68,391 15,516
Bangrak 34,474 34,736 69,210 21,272
Bangken 125,224 125,975 251,199 90,597
Bangkapi 112,081 122,516 234,597 72,454
Pathumwan 58,615 58,626 117,241 27,469
Pomprabsattrupai 41,217 40,425 81,642 18,938
Prakanonq 97,860 103,516 201,376 62,507
Minburi 61,057 63,216 124,273 32,347
Ladkrabang 41,571 43,552 85,123 24,508
Yannawa 49,080 49,939 99,019 34,329
Sampanthawong 21,669 20,457 42,126 14,379
Phavathai 88,506 82,941 171,447 26,619
Thonburi 107,348 108,430 215,778 49,186
Bangkok Yai 49,208 49,687 98,895 25,128
Huav Kwana 41,265 43,860 85,125 26,417
Klonasan 63,455 64,729 128,184 30,613
Talingchan 65,723 69,377 135,100 40,649
Bangkok Noi 87,261 86,262 173,523 39,547
Bangkhuntian 68,602 70,494 139,096 55,160
Paseecharoen 133,315 139,794 273,109 79,882
Nongkam 53,636 56,847 110,483 41,071
Radburana 84,489 87,605 172,094 55,310
Bangplad 64,990 68,530 133,520 36,330
Dindaeng 88,748 93,447 182,195 44,519
Bungkum 102,690 112,121 214,811 56,809
Sathorn 61,698 63,121 124,819 32,531
Bangsue 84,786 87,641 172,427 41,883
Chatuchak 87,034 90,233 177,267 56,778
Bangkolam 65,481 66,606 132,087 31,591
Praves 57,644 60,955 118,599 30,219
Klonatoev 116,989 121,635 238,624 83,775
Suan Luang 51,877 55,529 107,406 33,363
Chomtong 83,715 86,364 170,079 46,283
Donmuang 117,588 115,802 233,390 77,334
Rachatevi 53,973 55,330 109,303 22,805
Ladorao 63,908 70,199 134,107 38,125
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APPENDIX 11 INTERVIEW IN THAILAND
The interview had been done in UK after completing the main study. The 
list of interviewees and the interview are shown individually. The face-to-face 
interview method was used.
1. Mrs.Sanrawee BOONKET 
Executive Media Director,
Dentsu, Young & Rubicam, Grand Amarin Tower 19th Floor,
New Petchburi Road, Bangkok THAILAND 
Date : 1 April 1996 
Time : 09.30 -10.00 am.
The research is very interesting. It has never been done theoretically. As 
far as she knows, no one has confirmed that a product advertisement produces 
higher cognitive responses than affective responses and a corporate 
advertisement produces higher affective responses than cognitive responses. 
The result of the research would be useful references especially for future 
research and study.
The form of the survey, allowing one person watching one type of 
advertisement to answer both questionnaires, is good in terms of reducing the 
bias. It is quite good that the researcher asked respondents to pick up both set 
of questionnaires by themselves and let them decide by themselves which set 
of questionnaire they want to answer first. By doing this, the researcher do not 
try to lead respondents to a particular answer.
The research has been carried to test the hypotheses reasonably. This 
is the proper way to do the research in order to test these hypotheses. It is a 
great job because it is very difficult to encourage Thai customer responses. The 
time consuming element should be expected because most Thai do not like 
doing questionnaires. In her experience, most Thai are not as interested in 
Bank advertising as they should be. They prefer word of mouth in order to 
decide which banks they would like to be customers of. In practice, most of the
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research that has been carried is concerned with the Ad recall. The copy testing 
would be useful.
The sample size of 600 persons is good enough to represent bank 
customers in Bangkok.
It is reasonable that this research should use "Percentage" to look at the 
result and use a "Binomial Test" as the statistical test supporting the result of 
the survey since only a 2 point scale has been used.
She agrees to change from a 5 point scale to a 2 point scale since the 
first pilot study using the 5 point scale does not support the hypotheses. It is 
possible that the advertisement that were used in the first pilot study did not 
have clear objectives as product and/or corporate advertisements. However, 
the new advertisements that are used in the second pilot study and in the final 
study are very good in representing two types of advertisements.
In her opinion, it would be interesting if the researcher do the survey 
again on 5 point scale with a much smaller sample in order to support the result 
of the final study. However, the result of the main study is valid enough.
To conclude, the research is very interesting and very useful. In terms of 
practice, it would be interesting to advertisers to learn that their bank 
advertisements representing clear objectives to bank policy and to their 
customers. In term of study, the research is a useful information for further 
study and is a valuable reference.
2. Mrs.Chintana KATANCHALEEKORN 
Director of Client Service 
Wunderman, Grand Amarin Tower 19th Floor 
New Petchburi Road, Bangkok THAILAND 
Date : 1 April 1996 
Time : 10.05 -10.30 am.
The research is reliable. Its result are useful as a valid piece of 
information. It would be a good references for future research and for study. It 
becomes a valid theory supporting practical work in the advertising area. In her 
experience, there is no one had tested these hypotheses in the past.
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The hypotheses are reliable. It is possible to link the advertising theory 
and customer behaviour theory that when respondents are exposed to a 
product advertisement, they produce higher cognitive responses than affective 
responses; conversely, when respondents are exposed by a corporate 
advertisement, they produce higher affective responses than cognitive 
responses.
She agrees that the form of the survey that allowed one person watching 
one type of advertisement and answering both questionnaire is good in term of 
reducing the bias. It is also good that the researcher asked respondents to pick 
up both sets of questionnaire by themselves and let them decide by themselves 
which set of questionnaire they wanted to answer first. This way, the researcher 
did not try to lead respondents to answer in a biased way.
The sample size of 600 persons that are randomly selected from 10 out 
of 38 areas in Bangkok is good enough to represent bank customers in 
Bangkok. The advertisements that are used in the second pilot study and in the 
main study are good and have clear indicators towards type of advertisements 
(product and corporate advertisements).
She agrees that it is reliable that this research using "Percentage" to 
look at the results and using a "Binomial Test" as the statistical test supporting 
the results of the survey since only a dichotomous scale is used.
It is reasonable that the researcher changes the scale from a 5 point 
scale to a dichotomous scale since the first pilot study that used a 5 point scale 
was not as successful as it should be. However, it would be better if the 
researcher have some open questions for a 2 point scale questionnaire. 
Alternatively, if the researcher have enough time to re-test the advertisement by 
using a 5 point scale again with a smaller sample size, the results could be 
used to support the main study.
Concerning with the first pilot study, it is possible that the advertisements 
that are used not having clear objectives to each type of advertisements. 
However, the new advertisements that are used in the second pilot and in the 
main studies are very good in representing each type of advertisements.
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3. Ms.Daranee TANCHAISWASD 
First Vice President
Executive Services Department, Thai Farmers Bank 
Ratburana Road, Bangkok THAILAND 
Date : 5 April 1996 
Time : 09.20 -10.00 am.
The research is very interesting. Its results confirm that the hypotheses 
are real. It is very useful because it could be referred to as a theory for future 
study, and for future research. In practice, these results can also be a useful 
reference in the advertising area. However the tested hypotheses may need to 
re-test after a period of time since there may be development on either 
advertising, technology or consumer behaviour in the future.
The research outline and its methodology is quite satisfactory to test the 
hypotheses based on advertising theory.
In her experience concerning surveys of the Banking area, the 
researcher had done a good job on randomly selecting 600 persons in 10 areas 
out of 38 areas. The sample size is big enough to answer the hypotheses. She 
agrees that it is quite good to ask each respondent to answer both types of 
questionnaires. They therefore can notice the difference of the questions.
The sample frame is very good that the researcher tended to approach 
the 18-50 year old people to represent Bangkokian bank customers. It is also 
reasonable enough to reduce the bias by asking respondents whether they like 
watching a bank advertisement.
It is a good idea asking respondents to give their opinion of what type of 
advertisement they think they watch. The result shows that the advertisements 
using in the second pilot and the main studies have clear objectives to each 
type of advertisement.
From the survey, it is clear the results supported the hypotheses that the 
respondents who are exposed to the corporate advertisement produce higher 
affective responses than cognitive responses; and the respondents who are 
exposed by the product advertisement have higher cognitive responses than
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affective responses. However, it is doubtful that it would lead to customer’ 
decision on being a bank customer.
Statistically, it is suitable to use Percentage and Binomial test for the 
dichotomous scale. There would not be another way to suit the scale. However, 
it is possible to re-test the survey by using the same advertisements and 
questionnaires as using the main study with a smaller sample size but with the 
5 point scale. If the result supports the hypotheses, the research would be more 
concrete.
4. Assoc.Prof.Pana THONGMEEARKOM Ph.D.
Associate Dean for Graduate Studies
Department of Public Relations, Faculty of Communication Arts
Chulalongkorn University, Phyathai Road, Bangkok THAILAND
Date : 10 April 1996
Time : 11.20 -12.30 am.
The research is very interesting and worthwhile. He believes that this 
research is useful both in term of study and in practice. In term of study, the 
results can be used as references as an attitude theory for further study and 
research. In practice, bank or other organisations would know the important role 
of advertising; that it is a significant communication tool in business nowadays. 
They would learn what type of advertisement they really would like to produce 
in order to satisfy their objectives, or to get a certain type of customer 
responses. For example, if they would like to create good feelings or perception 
of customers, what type of advertisement they should produce. The study helps 
them to know how much chance they have if they produce either type of 
advertisements.
The hypotheses are trustworthy, and are set up well according to the 
advertising and attitude theory.
The method of sampling is quite reliable and well prepared. The sample 
size of 600 persons answering 1200 questionnaires is fine. In his opinion, 
representatives of respondents is not more important in this case than the
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interest on the effect on customer responses. However, he believes that the 
sample size is valid enough to test the hypotheses efficiently.
It is fine that the researcher asking each respondent to answer both 
types of questionnaires although the questions in both sets of questionnaires 
could be joined into one questionnaire.
Statistically, it is fine that the Percentage and Binomial Test have been 
used since the dichotomous scale is used. However, it would be interesting to 
do 5 point scale and do either AN OVA or other similar test. If the results of re­
test on a 5 point scale with the smaller sample in the same conditions as the 
main study support the hypotheses, the results would be more concrete. The 
30 persons randomly selected should be enough to do the re-test since we 
have already got the results of 600 persons which is enough.
5. Mr. Panomporn AREEYAPAN 
Bank Manager
Siam Commercial Bank, Suthisarn Branch 
629 Suthisanvinichai Road, Bangkok THAILAND 
Date : 10 April 1996 
Time : 14.40 -15.30 pm.
The research is interesting and is useful for future study in term of 
advertising and promotion. Advertising is very important to banking nowadays 
since it can be used as a communication tool to inform people about business 
news and to catch customers' attention. In his experience, television bank 
advertising is very useful for banking since there is high competition in the 
banking business nowadays. The television advertising is practically able to 
catch the attention of those who have a higher education than first degree 
which is a big target for banks. The reason is because they know how to think 
reasonably when they watch an advertisement. They seem to watch not only 
television programmes but also advertisements with interest. Therefore, the 
result is good enough since the majority of the sample are those who educate 
higher than or equal to the first degree.
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The hypothesis is stable. The results of the research are very useful to 
the advertisers or those in bank management to learn whether it is suitable to 
produce a corporate advertisement or a product advertisement since the cost of 
advertising is extremely expensive.
The form of the survey that allowed one person watching one type of 
advertisement and answering both questionnaire is fine in order to let them see 
the difference of the questions in both types of questionnaires.
The sample size of 600 persons is big enough to test the hypotheses 
since the sampling method is considerably solid.
6. Mr.Krachang KUNTANARUMITKUL
Category Manager
Consumer Division, S.C.Johnson & Son, Ltd.
2467 New Petchburi Road, Bangkok THAILAND
Date : 5 April 1996
Time : 13.45 -14.30 pm.
The area of study is useful to logically and comprehensively understand 
consumers' attitudes towards the banking business, especially its image, as 
well as to provide a guideline for better formulating strategy to achieve the 
particular bank's objective. However, on-going study will provide the higher 
benefit of tracking the change over time of consumer attitude which will lead to 
the further development of both consumer behaviour theory and banking 
business. This can be a critical tool in the decision making process to address 
the real key issues and to identify the future strategic direction for co-operate 
strategy. For example, both corporate and product advertisements deliver very 
high agreement to be bank's customer. That means, the image of a bank is as 
important as the service that bank is delivering. Therefore, advertising approach 
for banking business is not necessarily direct sales.
The hypotheses are clear and straight-forward. The study is quite valid, 
with regard to the systematic methodology, the large sample size and the full 
analysis in every aspect of the findings.
414
The research model is quite interesting and the results are also useful. 
The questionnaire design is rather simple. However, it is sometime good for 
both interviewer and the interviewee to understand, that will result in the 
correct/accurate data collection.
The sample size is dependent on the universe. In his opinion, the 
sample is large enough to test the hypotheses.
It is acceptable that the 5 point scale questionnaire would be used to re­
test the 50 respondents out of those that were randomly selected in the main 
study. This re-test would be used to qualify some questions therefore, it does 
not have to be as large scale as the final study.
7. Mr.Wacharapong BORRIBOON 
Head of Advertising Department 
Faculty of Communication Arts, Sripatum University 
61 Phahonyothin Road, Bangkok THAILAND 
Date: 16 April 1996 
Time : 09.45 -10.50 pm.
The research is concerning with the comparison between the corporate 
advertisement and the product advertisement aiming to look at the difference of 
customer responses. The advantages are :-
1. It is useful to marketers to know how they should do the advertising plan. 
They would learn that when they should produce the corporate or the product 
advertisements to get the certain type of customer responses.
2. The result of the research is very useful as a valuable teaching material. It is 
also worthwhile even to other advertiser or marketer that they can distribute the 
knowledge to the people both inside and outside marketing area. The objective 
is to learn that which type of advertisement would impact their product or 
service offering.
3. It could be an excellent guideline of advertising research to other students or 
marketers to do the further research. It may be tested with different sampling. 
As the result, the outcome would be useful to improve advertising in practice, 
especially in Thailand.
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The hypotheses are reliable according to the advertising and attitude 
theory. It is very interesting to test these hypotheses.
The form of survey is fine. It is reasonable to allow each respondent 
answering both types of questionnaires since if it is one to one, Thai 
respondents may ignore to use their thought to answer the question towards 
the advertisement.
The sampling is well represented Bangkokian. The distribution is fine 
although it is wide to do the survey. It might be interesting to do the test only to 
one target market.
The size of the sample is large enough to test the hypotheses. It is 
logical to use the statistical calculation to find out the size of the sample.
The "Percentage" can tell the result. Although the result is rough but it is 
suitable to the Dichotomous Scale. It is a good idea to use Binomial Test to 
support the "Percentage" result statistically.
It would be very interesting to support the main study with the new test 
that would use 5 point Likert scale instead of the Dichotomous Scale on the 
condition that the question and methodology must remain the same. The T-test 
would be fine to look at its result.
To conclude, the research she had done is concrete enough. However, if 
the researcher would like to re-test with the 5-point scale, it is fine.
8. Mr.Somyos CHAMCHOY
Senior Researcher
Macro Economic Department, Thai farmers Research Centre Co.,Ltd.
Siripinyo Building, 11th Floor, 475 Sri Ayudhaya Road,
Rachatevi, Bangkok THAILAND
Date: 22April 1996
Time : 14.00 -14.50 pm.
The research is very useful considering in term of marketing and public 
relation especially in the consumer behaviour area. It is very interesting since 
there is not much research that have been done in this area.
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In term of education, the research is worthwhile since it examines the 
consumers' responses of the advertising which is the combining between the 
marketing theory and social psychology of consumers. It is very difficult to find 
out a suitable methodology both in term of survey method and statistic analysis 
to test these hypotheses. It could be a guideline for other students or 
researchers to do the study in the same area.
In practice, the research is a valuable piece of reference confirming that 
they would know what type of advertisement they should produce when they 
would like to get the particular responses of consumers.
The hypotheses are well set. It is reliable since it is appropriate both in 
term of theory and in advertising practice.
In his opinion, the research has been done enthusiastically. Its 
methodology is reliable and has been done according to the research theory. 
The survey is stable. It is acceptable that each respondent answered both sets 
of questionnaire. It is more suitable to Thai customer since the first pilot study 
were not successful. It is normal to Thai that most of people do not interest to 
do questionnaire with their careful consideration. It is a good technique that the 
researcher change the form of survey to suit her research. It is not theoretically 
wrong.
The sample size of 600 is quite large sample since researcher normally 
uses only 400 persons. However, it is suitable to the research. With the large 
sample, the statistically result would be well presented and reliable.
The Percentage and Binomial Test, that was used to analyse the data 
statistically, is fine. The Binomial test is the most suitable test for this research. 
However, if the researcher would like to re-test by using the 5-point Likert scale 
on smaller sample size to support the main study, it is fine. It is interesting to 
confirm the result whether the result would be the same.
9. Miss Piyarat PRAKOBVANICHKUL
Account Director
Market Force, Park Avenue 2, Sukhumvit 71, Bangkok THAILAND
Date: 23April 1996
Time : 09.30 -10.10 pm.
417
This research is useful in terms of education, to be guideline for students 
studying in related subject.
She agrees with the hypotheses as objective of both advertisement are 
different. The purpose of product advertisement is to generate sales by 
showing benefit of the product directly either physical or emotional benefits 
while the objective of corporate advertisement is to create good image for 
corporate rather than boosting sales. It is interesting to relate these objectives 
to the consumer responses.
It is good to allow each respondents answering both sets of 
questionnaire otherwise it will be very difficult to get the real answer from Thai 
sample. Sample size of 600 persons is large enough for valid outcome.
She also agree with the percentage method and binomial test as it 
shows in-depth result of dichotomous scale. There would not be other way to 
analyse the data collected. However, it is interesting to do the same test on the 
5-point scale since it will show varied level of answer. However, the 5-point 
scale method might not be suitable to Thai people since they are so 
considerate. As the result, they would answer neutral or mostly good which will 
not provide a concrete result.
10. Mr.David SUTTON
Research Consultant, Research Division
Far East Advertising Pic., Sri Ayudhaya road, Bangkok THAILAND
Date : 26 April 1996
Time : 10.15 -10.50 pm.
The research is interesting and useful as a reference point for future 
study, both in the academic field and in the practice of advertising research. 
The term reference point is used advisedly since both the level of awareness 
and the "mood" of Thai consumers is changing rapidly and so there would 
obviously need to be some retesting in the future.
The research objectives and methodology are quite satisfactory.
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The sample size of 600, selected from 10 out of 38 areas in Greater 
Bangkok, is quite standard and generally considered satisfactory, especially 
given the practical constraints of time and money available in the advertising 
industry. The method of allowing respondents to choose which of a set of two 
questionnaires to answer first is unusual but seems valid in that it eliminates 
"guiding" on the part of the researcher.
Statistically speaking, it seems reasonable to combine percentage with a 
binomial test, since a dichotomous scale had been used.
Further research, using a smaller sample and a 5 point scale, would 
indeed be useful to confirm the results of the large study.
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APPENDIX 12 INTERVIEW IN THE UK
The interview had been done with experts in advertising agencies and 
banks in UK. It had been carried after completing the validation study 
(September - November 1996). Two methods of interview had been used that 
is face-to-face interview and telephone interview.
This appendix shows the list of interviewees and the summary of the 
interviews.
List of interviewees
1. Ms. Josephine Swist
2. Mr. John Harrison
3. Mr. Mike Parker
4. Mr.James Scroggs
Mrs. Angela Johnson
6. Mr. Mike Burrows
Mr. Martin R.Dean
Clarion Performance Properties 
Senior Account director Europe 
57a High Street, Wimbledon SW19 
D'Arcy Masins Benton Bowles Ltd. 
Account executive 
123 Buckingham Palace road 
London SW1W 9DZ 
KLP London Ltd.
Account executive 
1 Craven Hill, London W2 3EN 
Lowe Howard-Spink 
Bowater House
68-114 Knightsbridge, London SW1X 7LT 
BMP DDB 
Account director
12 Bishop's bridge road, London W2 6AA 
Lloyds Bank Pic 
Customer relations
Retail Financial Services, PO Box 112 
Canons Way, Bristol BS99 7LB 
Nat West
Marketing and Sales
Level 2, 4 Eastcheap, London EC3M 1AH
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Summary of the interview
This research is very interesting and reasonable. It is very useful piece
of information for the financial advertising practice. It is reflective of the need 
to build greater brand strength and values that offer the customer a clear 
point of difference as the dedifferentiation between products continues to 
narrow. This is important to the financial services market since the products 
are all very similar and it is often the relationship with the supplier that will be 
used in the decision making process.
It is reliable that what the researcher have found could be applied to 
advertising in other situation than financial sector. Few agree that it is 
possible to apply this findings to other consumer products. That is the result 
could be applied as a basic thought for advertiser to recognise the 
relationship between types of advertising and types of customer responses. 
Some comment that it would be applied only to those relating to service 
industries, for example, hotel, airlines. The responses could be part of 
customers' decisions on financial institutions. However, Mr. Harrison, an 
account executive at D'Arcy Masins Benton Bowies Ltd., commented that it 
must be recognised that it is not absolutely true in every situation that 
customer responses towards advertising would lead to decision. It is because 
people are a lot more rational about decisions in the financial sector on the 
whole.
In the banking industry, the research is generally true that particular 
types of advertising could encourage customers to have different types of 
responses. The result could be applied that certain type of advertising that 
produce the right type of responses could be able to persuade customers to
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make their decision along with the advertisement. That is it is possible that 
customers will decide to select an institution in an advertisement if they have 
high cognitive responses towards a product advertising. Similarly, customers 
tend to decide to select an institution in an advertisement if they have 
affective responses towards a corporate advertising. However, it must be 
recognised that differing banks have differing target audiences. Considering 
based on social class, high class customers tend to have a greater knowledge 
of the financial markets therefore they are in much better position to make 
cognitive decision when presenting with facts rather than those who are in 
lower class or who have less knowledge.
The customers respond in the way as in the findings since it is all 
about making rational decisions. When customers are presented with the 
facts, cognitive responses are produced. If the facts are not presented directly 
then affective responses such as entertainment comes into force. Above all, it 
is important to perceive that we are bombarded by millions of commercial 
messages. The more simple, relevant advertiser can make for the viewer or 
reader, the better chance for creating their understanding.
The findings of this research could influence the way advertising will 
go. Advertisers will pick their target audience according to their product and 
advertise by using certain type of advertising accordingly. In addition, it is 
worth that the findings confirm the way an advertisement is designed for. That 
is the product advertising is informative, and corporate advertising is more 
concern with visual effects creating affective responses including creating an 
image of an institution.
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